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Rough Proofs 


The Washington Daily News is 
offering $100 in real money for a 
word to take the place of “tabloid.” 
How about “newsette”? 


vv¥ey 


If that doesn’t win the hand- 
somely engraved certificate, here’s 
another that’s bound to _ click: 
“newspix.” 
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Waterman is offering prizes to 
youngsters for collections of auto- 
graphs. The autograph most prized 
nowadays by young and old is to be 
found at the bottom of potent mis- 
sives beginning, “Pay to the order 
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Middishade suits are “Sold on 
Merit, Without Ballyhoo.” And with 
a minimum of Hullaballoo? 
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A “national smile hunt” is in 
progress, under the auspices of a 
tooth-paste manufacturer and a 
maker of photographic supplies. The 
hunters will probably not bother 
looking inside the New York Stock 
Exchange. 
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However, Smiles Preferred ought 
to be a good issue just now. If the 
worst came to the worst, few would 
object to being appointed receivers. 
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“Everywhere he’ll be up against 
men who have gone to college,” 
Union Central Life warns parents. 

But he can always catch up by 
reading the current issue of College 
Humor. 
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“Brevity,” says E. T. Gundlach, 
“is a fetish.’ A remark which 
proves once more that the women 
are usually right. 
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“There is no satisfactory sub- 
stitute for a Cadillac.” No, but a 
lot of us are worrying along with 
the subway and the L. 
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The new Business Week survey 
will explain “how consumption tends 
to run ahead of income year after 
year.” The same explanation will 
doubtless show why poor old dad is 
always at least one jump behind the 
family bills, year after year. 
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V. E. Pratt says that 94 per cent 
of salesmen’s time is wasted. And 
there are sales managers who can 


prove that the other six per cent 
isn’t so profitable, either. 


a 


“There’s health in every ruddy 


glass!” toasts the H. J. Heinz 
Company, draining a beaker of 
tomato-juice. 


Ah, the drink that cheers but not 
inebriates. 
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Harold MacGrath tells of a pup 
which chewed up all of the cloth- 
ing in a bed-room except one pair 
of shoes. A few more active 
chewers like that pup could put this 
depression on the bum. 


+, FF 
Well, nobody can say that the 


makers of Old Gold aren’t original. 
They’ve started a contest. 


Copy Cus. 


Finds High Living Standards Here to Stay 


SECRETARY OF 
WAR IS GUEST 
OF PUBLISHERS 


A. N. P. A. to Meet in New 
York Next Week 


New York, April 22.—The annual 
dinner of the Bureau of Advertising 
will be one of the features of the con- 
vention of the American Newspaper 
Publishers Association at the Wal- 
dorf-Astoria April 12-15. The ban- 
quet is scheduled for Thursday night 
at 6:30. ‘ 

The guest of honor will be Patrick 
J. Hurley, Secretary of War. W. E. 
Macfarlane, business manager of the 
Chicago Tribune, and chairman of 
the committee in charge of the Bu- 
reau of Advertising, will introduce 
the toastmaster, Hon. Russell Wilson, 
Mayor of Cincinnati. 

Mr. Wilson is no stranger to news- 
paperdom. He spent two years with 
the Cincinnati Post and 19 with the 
Cincinnati Times-Star, first as re- 
porter and later as editorial writer 
and associate editor. 

Other dinner speakers will include 
Rev. W. Warren Giles and the Hon. 
Robert Lincoln O’Brien, chairman of 
the U. S. Tariff Commission, former 
editor of the Boston Herald and the 
Boston Transcript. 


Convention Program 


The convention proper begins at 2 
P. M. Tuesday with a session for 
publishers of smaller papers. EH. H. 
Harris, Richmond (Ind.) Palladium- 
Times, is chairman. 

Howard Davis, of the New York 
Herald Tribune, will preside at 
Wednesday morning’s session as vice- 
president, in the absence of President 
Howard Chandler, of Los Angeles. 
Reports will be heard from the officers 
and these committee chairmen: 

Freedom of the press, Col. R. R. 
McCormick, Chicago Tribune; radio, 
Elzey Roberts, St. Louis Star; press 
telephone rates, Victor F. Ridder, 
New York Staats-Herold; radiotele- 
graph communications, E. H. Baker, 
Cleveland Plain Dealer. 

The Wednesday afternoon session 
will be devoted to the Bureau of Ad- 
vertising and the following reports: 

Advertising agencies, Edwin S. 
Friendly, New York Sun; measure- 
ment of advertising lineage, George 
J. Auer, New York Herald Tribune; 
postal, J. D. Barnum, Syracuse Post- 
Standard. 

The following chairmen will report 
Thursday morning: special standing 
committee, Harvey J. Kelly, Indian- 
apolis; open shop, Charles A. Webb, 
Asheville (N. Car.) Citizen-Times, 
and H. W. Flagg, manager; printing 
trade schools, Victor F. Ridder; 
mechanical department, George M. 
Rogers, Cleveland Plain Dealer and 
W. E. Wines, manager. 

Officers will be elected Thursday 
afternoon. Committee chairmen to 
report: federal laws, E. H. Baker; 
traffic, E. M. Antrim, Chicago Tribune 
and W. J. Mathey, manager; forest 
resources, E. H. Baker; paper, W. G. 
Chandler, Scripps-Howard Newspa- 
pers. 


Chicago, April 22.—In what is 
termed a “natural” in the pugilistic 
world, Elgin National Watch Com- 


Elgin in Dramatic 
Tie-Up As Century 
Cuts Running Time 


Mayor Walker has consented to 
make it a perfect occasion for news- 
reel men, newspaper sleuths and 
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pany and the New York Central 
Lines will combine to inject human 
interest into the maiden trip of the 
Twentieth Century Limited Sunday 
on its new 18-hour schedule. 

The first section will be dispatched 
by Mayor Cermak, of Chicago, on re- 
ceipt of a light beam from the Elgin 
observatory at Elgin, Ill. One of 
the passengers will be Miss Ruth 
Weddon, comely Chicago model, who 
will be known for 24 hours as “Miss 
Elgin.” She will bear an Elgin 
watch, the gift of Mayor Lehman, 
of Elgin, to “the late” Jimmy Walker, 
New York’s Prince of Wales. 
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Elgin's Mayor confides Jimmy Walker's watch to "Miss Elgin.” 


others who thrive on the words that 
fall from the lips of the great, by 
concocting a special wise crack 
when he receives the watch Monday. 

Meanwhile, the New York Sunday 
Times and Sunday News and the 
Chicago Sunday Tribune will carry 
800-line copy telling the story of the 
train dispatched on its pregnant 
journey by star-time and of the girl 
with the mission of correcting the 
tardy habits of New York’s Mayor. 

About 30 other newspapers along 
the route of the New York Central 


(Continued on Page 6) 


installation. 


fruit juices, died this week at 77. 


Needham & Brorby are in charge. 


Last Minute News Flashes 


New York Agency Has Five Affiliates 


New York, April 22.—Charles Austin Bates, Inc., has announced the 
following affiliates in its nation-wide co-operative net work: Anfenger 
Advertising Agency, St. Louis; John Falkner Arndt & Co., Philadelphia; 
Burns-Hall Advertising Agency, Milwaukee; Grenell Advertising Agency, 
Detroit; Hughes, Wolff & Co., Rochester. 


Drug Store Has Ultra-Violet Lighting 


Cleveland, O., April 22.—Weinberger’s drug store at 425 Prospect 
Avenue has become the first drug store in the world to be lighted through- 
out with ultra-violet-emitting fixtures, as the result of a General Electric 


Dr. Gallup to Join Young & Rubicam 


New York, April 22.—Dr. George Gallup, of Northwestern Umiversity, 
Chicago, and “Liberty” survey fame, will join Young & Rubicam May 15. 


J. Hungerford Smith Dead at Rochester 


Rochester, N. Y., April 22.—J. Hungerford Smith, once an obscure 
druggist, and who became president of a large company manufacturing 


S. C. Johnson Introduces New Wax 


Chicago, April 22.—S. C. Johnson & Son, Racine, Wis., will use mews- 
papers in 60 cities to introduce Glo-Coat, self-polishing floor wax. 


Louis, 


‘BUSINESS WEEK’ 
GIVES RESULTS 
OF BIG SURVEY 


Leisure Seen As Essential 
to Prosperity 


New York, April 22.—The average 
consumer gets roughly $1.12 in value 
for every $1.00 of his income; retail 
sales of commodities represent a 
steadily diminishing proportion of 
total consumer expenditures; 1919- 
1930 saw travel expenditures rise in 
the American budget to a figure 50 
per cent greater than that allowed 
for clothing. 

Discoveries such as these are 
among the surprising results of a 
general survey which will be pre- 
sented in The Business Week, start- 
ing with its April 27 issue. This 
exhaustive study, broader than the 
government Census of Distribution 
(1930) in both time and ‘subject and 
the most ambitious ever undertaken 
privately, is designed to give a year- 
by-year breakdown of national con- 
sumer expenditures from 1919 to 
1930. 


About 1,000 classifications of con- 
sumer products and services are set 
up, the actual national expenditure 
being shown for each. 

Work of gathering statistics and 
translating from every available 
source began in January, 1931, under 
the supervision of Virgil Jordan, 
economist of the McGraw-Hill Pub- 
lishing Co. Robert R. Doane is re- 
sponsible for the statistical compila- 
tion. When the series of 20 articles 
has been completed in The Business 
Week, the publishers will bring out 
the findings in book form. 


Consumption Is Mystery 


The first two divisions of the busi- 
ness triumvirate, Production, Dis- 
tribution, and Consumption, have 
been developed into highly efficient 
and complex organizations. The first 
article of the series in The Business 
Week calls attention to the unorgan- 
ized third division. 

“In this and every other highly 
developed industrial country, domes- 
tic consumption is now the key to 
every vital economic question. It 
has become the basis of industrial 
stability, the source of business 
profits, the measure of standards of 
living, the ultimate test of social 
progress. It sets the limits of profit- 
able capital investment and indus- 
trial expansion, establishes the value 
of corporation securities, and affects 
the fiscal policies of government.” 

The initial article is accompanied 
by charts and tables showing con- 
sumer expenditures in dollars for 
the past twelve years. One of these 
charts indicates that toward the 
close of 1930 total retail sales stood 
a full 40 per cent below total con- 
sumption, taxes and savings. 

A table of “The American Con- 
sumer Market,” showing 
Value of Goods and Services Bought; 
Taxes Paid and Savings by Individ- 
uals in the Continental United 


“Total. 
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ADVERTISING AGE 


April 23, 1932 


States” has broken down all con- 
sumer spending into twelve groups. 
The largest of these, food, is fairly 
constant from year to year. Hous- 
ing shows a slight rise. But wearing 
apparel reached its peak of $10,665,- 
000,000 in 1920, followed in 1923 by 
a secondary peak of ten billion and 
since then a slow, consistent decline. 


Where Money Goes 


Transportation, on the other hand, 
began at $6,998,000,000 in 1919, rose 
to its peak of $13,815,000,000 in 1929 
and fell off only slightly in 1930. 
Recreation and health also show a 
great increase in the national budget 
between 1919 and 1930. 

The total of all consumer expendi- 
tures rose unevenly from $72,902,000,- 
000 in 1919 to a peak of $106,101,000,- 
000 im 1929. The latest figure, for 
1930, stands at $90,118,000,000. 

The next article of Busineds 
Week series will compare expendi- 
tures for commodities with those for 
service, showing to what extent serv- 
ices have grown at the expense of 
goods. 

Subsequent articles will contrast 


em 


the market fer durable geodg, h 
that for less permanent ee Se 
will set up a family budge eftn 
income group. The concluding arti- 
cle will show. how consumption tends 
to run ahead of income year by year, 
due to increasing use of consumer 
credit, selling below cost, business 
losses, and dissipation of capital. 

Dr. Jordan, interviewed by ADVER- 
TISING AGE, commented on some of 
the most significant features of the 
survey. 

“The question probably uppermost 
in the minds of most business men 
now is whether we are going back to 
the pre-war standard of living,” he 
said. 

“Our survey of the twelve years 
following the war would make it 
seem obvious that the pre-war way 
of spending is dead. We now have 
in this country dozens of heavily 
capitalized industries, such as the 
automotive and motion picture indus- 
tries, which the American people are 
bound to use. After twelve years 
they have established that as their 


GENERAL FOODS ADOPTS JUMBLED DISPLAYS FOR COUNTERS 


GUARANTEE 
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Wess counter jumble displays are being distributed by General Foods Corp., New York. 
*. Jello is said to have been the pioneer in this field. 


way of living. It is hard to believe 
they would abandon them. 


Still Demand Service 


S| 
“We have ‘also found a. steady 
d| srowth ‘in indugtries created to give 
service, with a proportionate decline 
in commodities industries. Just to 
look at that picture dispels the de- 
featist idea which the business man 
has had rubbed into him by the new 
philosophy of the simple life. 

“Another discovery is that Ameri- 
can business*is now depéndent on 
the purchasing power of the small- 
income group. It must increase the 
purchasing power of the large small- 
income group and forget about the 
high-income brackets, if it would en- 
joy its greatest success. 

“Our survey should also clinch in 
the minds of the American business 
man that it is the domestic market 
and not the foreign which is impor- 
tant. Over the twelve-year post-war 
period studied, export trade amounted 
to 2 per cent of the total business 
done by American companies, not 
10 per cent, as hitherto supposed. 
Our export trade has been in the 
nature of dumping, which had to be 


BUSINESS 


Greater Gain in 
Employment in 
Small Towns... 


The April, 1932, Digest of Trade Conditions, by 
The Central Republic Bank and Trust Company, 
of Chicago, crystallized an opinion which busi- 
ness leaders are beginning to realize regarding 
Unemployment in small towns: 


“Our own investigations 


in the employment of hand labor since No- 
vember in the smaller institutions and in the 
smaller communities than has occurred in 
the larger establishments and in the larger 
cities. Reports of decreasing unemployment 
come from some hundreds of the smaller 


towns and the sum total 


in the employment picture. 

“As is usual after a period of depression 
business is looking toward the country dis- 
tricts for first evidence of improvement. 
When real improvement does come we will 
probably find that it had its origin in rural 


communities.” 


Increased employment naturally makes for better 


business conditions. 


The HOUSEHOLD MAGAZINE 
Read by Two Million Modern Women 


Arthur Capper, Publisher 


If YouSell Through Wholesalers You Have Retail Distribution in Small Towns 


IS BETTER 


SNMOlL I1IVWS NI 


show a greater gain 


of these bulks large 


Topeka, Kansas 


made up for by domestic business. 


Soap Company Gets 
Free Advertising 


*“Burlington, lowa, April 22.— 

Henry Stutz, St. Louis alder- 

‘man, visited the plant of the 

lowa Soap Company. The 

fumes from a soap yat caused 
— him to sneeze and his store 
teeth flew into the vat. 

Now the Chamber of Com- 
merce, whose guest he was, is 
offering a reward for the cake 
of soap containing the missing 
teeth. 
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It is the domestic business which 
makes the export division profitable, 
not the reverse. 

“Finally we have been impressed 
more and more with the increasing 
importance of leisure to the develop- 
ment of American business. Our sur- 
vey shows that we now spend so 
much for things which we can con- 
sume only in leisure hours, it is 
essential to business that we have a 
reasonable amount of spare time. 
For unless we have the leisure, we 
don’t buy, because the goods are of 
no use to us.” 


National Typographers 
Succeeds E. M. Diamant 


E. M. Diamant Typographic Serv- 
ice, New York, has been succeeded by 
National Typographers, Inc., a new 
organization at 191 Lexington Ave- 


nue. 

W. P. Lillicrapp is president; A. J. 
Cushing, vice-president; A. M. 
Schulz, secretary, and Mr. Diamant, 
treasurer. 


Plumb Wins Office 


Kenneth W. Plumb has _ been 
elected vice-president and a director 
of the Frank Presbrey Co., New York 
agency. 


Eton Picks Rankin 


Eton Products, Inc., Newark, N. J., 
has appointed the William H. Ran- 
kin Advertising Co., New York, to 
advertise 81-81 foot cream. Newspa- 
pers will be used. 


Move to Sift 
Criticisms of 


Public Prints 


Des Moines, Iowa, April 22.—A 
move by Sigma Delta Chi, journal- 
istic fraternity, to fight openly those 
who would undermine “faith in the 
public prints” was made Tuesday 
evening at the Iowa celebration of 
the 23rd anniversary of the organ- 
ization. 

The 
adopted: 

“Be it resolved, that the national 
organization of Sigma Delta Chi be 
petitioned to consider the appoint- 
ment of national and state commit- 
tees to which all criticisms of the 
press, printed and oral, be submitted. 

“Such committees would then call 
on the critics to present evidence of 
the truth of their statements. In 
case of false statements and insinua- 
tions, it shall be the duty of the 
committees to expose the falsehood. 

“In case the committees feel there 
is justice in the criticism their re- 
port shall be made available, either 
to the offending member of the pro- 
fession, or in the case of general 
criticism, to all members. 

“In no way is this resolution to 
be construed as an effort to curb 
honest and fair criticism of the 
press. Honest criticism, based on 
fact, is the basic right of every 
American citizen and as great a 
safeguard to the republic as is free- 
dom of the press.” 

Jay N. (Ding) Darling, Des Moines 
Register cartoonist, delivered the 
principal address. W. E. Drips, as- 
sistant editor of Wallace’s Farmer 
and Iowa Homestead, presided. 


following resolution was 


Agency Man Heads 
Newspaper Club 


Roscoe C. Torrance, vice-president 
of Wood & Reber Advertising Agency, 
is president of the Newspaper Men’s 
Club, just formed in Seattle. 

Royal Brougham, of the Post-Intel- 
ligencer, and James P. O’Neill, Seat- 
tle Times, are vice-presidents. 


DEPARTMENT STORE SALES IN 1930 AND 1931 


Net 1931 Net1930 Sales 1931 Sales 1930 
Abraham & Straus, Inc..... $ 741,829 $ 910,050 $ 24,825,437 $ 26,702,949 
Arnold Constable Corp..... 161,798 —562,221 9,083,731 11,910,196 
Associated D. G. Corp., in- 

cluding Lord & Taylor... 848,411 eS | Tee ae ee ee 
eee 926,646 1,265,437 13,822,324 15,097,735 
PUNE, SR 6 0660600860000 536,577 1,031,020 23,699,526 27,052,047 
Crowley, Milner & Co...... —579,634 SeuGes 8 seabbeees... so0deeees 
Emporium (Capwell Co.)... 282,320 192,144 26,396,505(7% less 1930) 
The Pair, CRIGKSO....6s000- 200,142 546,275 21,809,352 26,153,957 
Marshall Field & Co........ —5,144,369 4,724,728 114,348,691 150,698,967 
William Filene’s Sons Co... 1,386,464 1,935,412 41,382,187 45,314,489 
a ee cer 142,501 16,036 (No report) 9,973,719 
CRIMES BPOB. ccceccesecccse —1,791,352 379,844 97,982,883 113,222,650 
oS a eras 980,456 754,238 17,122,448 15,145,269 
Hahn Dept. Stores, Inc..... —309,027 2,515,844 90,461,762 104,996,578 
SOBODPR TEOPNS CO... 06 veccces 267,475 1,058,413 15,955,381 19,969,865 
Interstate Dept. Stores..... 547,737 667,554 21,812,483 22,342,198 
Kaufman Dept. Store....... 648,705 1,122,622 22,916,076 26,944,483 
Kobacker Stores .......... —91,663 SAE 0 hb eREAESS 8 0=—s NG BSS RS 
F. & R. Lazarus & Co. & 

Po eer ere 562,635 945,822 16,895,107 18,848,806 
R. H. Macy & Co. (allstores) 5,789,053 7,130,303 144,611,817 147,769,497 
ManGel Bros., INC... ..ccece —371,271 *—867,570 19,644,768  %24,782,825 
May Dept. Stores........... 2,197,290 4,080,953 93,041,880 101,683,228 
i i, i Oe COIR: 4.6.6:4,0-0:5-06 208,426 ee §8§=saxkieses ~“sedeubens 
National Dept. Stores...... —1,228,107 —753,803 63,936,123 75,725,977 
a, a eer 604,734 728,697 —10% from1980 ......... 
Franklin Simon & Co...... —631,429 See cr eee er 
ONG TPO, 2sc0ccceeevecces —925,800 See) == éwhsesese s00 606005 
Stix, Baer & Fuller Co...... —20,411 DE Vitae sebiiabias 
Strawbridge & Clothier.... 223,645 et . scbasrens. sen neeeas 

—56,412 —102,400 21,325,919 21,262,025 


Wieboldt Stores, Inc........ 


*13 months. 


BROADCAST IS 
BASIS FOR COPY 
IN NEWSPAPERS 


General Foods Offers New 
Type of Comic 


New York, April 22.—In a new 
newspaper campaign to be released 
next week, General Foods Corpora- 
tion will build all its advertising for 
Post Toasties around its successful 
“Tompkins Corners” radio program. 

First copy, being sent to ninety 
papers, features a comic strip based 
on Tompkins Corners characters. 
This is the first of General Foods’ 
comics not to have a commercial 
tie-in within the strip. A sales talk 
is confined to a panel on one side. 

The “Tompkins Corners” broad- 
cast, on which the new campaign is 
based, runs every Thursday for a 
half hour over the Blue network of 
the National Broadcasting Company, 
originating in New York. 

The program was first offered on 
NBC as a sustaining feature under 
the name of “Real Folks.” George 
Frame Brown, who still owns all 
rights, originated the idea, wrote the 
program, and took part in it as 
Mayor Matt Tompkins. The pro- 
gram was first taken up commer- 
cially by the Chesebrough Mfg. Co. 

At the termination of this con- 
tract, the broadcast was signed up 
by General Foods, which felt that 
the program, laid in a country gro- 
cery store, was made to order for it. 
The feature was switched to a 
Columbia network for Log Cabin 
Syrup for a period but is now back 
with NBC under its new name. 


Offer Joke Book 


Bringing the radio program into 
close association with the newspaper 
comics series, the new campaign 
offers a Matt Tompkins joke book 
to its readers. 

“Attach this coupon to top flap 
from one package of Post Toasties 
and you will be sent Matt’s Medita- 
tions—16 pages of that shrewd wit 
and humor that has made Mayor 
Matt Thompkins one of radio’s fa- 
vorite characters.” 

Extracts from the book of Medi- 
tations: 

“Girls these days seem to think 
in order to be successful in love 
they gotta dress like Cupid.” 

“You have to eat just a peck of 
salt with a feller before you can be 
right sure he’s a friend.” 

“All the world loves a lover, ex- 
cept the folks waitin’ to use the 
phone.” 

“Horace Dingledine’s ‘disgustin’ 
habit’ of eatin’ with his knife has 
become ‘such an amusin’ eccentric- 
ity’—Horace havin’ been left a lot 
of money lately.” 

The booklet includes two localized 
advertisements for Post Toasties. 

Other General Foods products be- 
ing advertised in comic strips in- 
clude Grape-Nuts, Jell-O, Postum, and 
Minute Tapioca. The fact that Post 
Toasties has adopted this form of 
appeal is regarded as significant. 


Two for Reeder 


G. Allen Reeder, Inc., New York, 
is releasing a newspaper campaign 
in the Far East for Solon Palmer’s 
Brilliantine. Newspapers, magazines 
and direct mail will be used in South 
America for the Kraft-Phenix Cheese 
Corp. Both are new accounts. 


West to Silberstein 


West Disinfecting Co., Long Island 
City, N. Y., disinfectants, liquid soap, 
etc., has appointed Alfred J. Silber- 
stein, Inc.,. New York. Outdoor ad- 
vertising, car cards and industrial 
publications are principal media. 


Reach Gets Hygrolit 


Hygrolit, Inc., Kearny, N. J., tex- 
tile conditioning machinery, has ap- 
pointed the Chas. Dallas Reach Ad- 
vertising Agency, Newark. 
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April 23, 1932 


“If youre not ' 


in as 


THE true value of the Chicago Tribune as an advertising medium 
goes far beyond mere statistics. It is vastly more important than 
facts and figures, for such figures are the result of this value rather 


than its cause. 


During the past 85 years Chicago has had many newspapers, 
but only one recognized voice—the Chicago Tribune—the paper 


always published by Chicagoans. 


It is a newspaper with all the traditions of a fighting partisan 
for this great midwestern metropolis it so ably serves. A news- 
paper published aggressively, expressing the needs, ideals and 
achievements of the people in and surrounding Chicago. Not a 
newspaper published just to carry advertising, not the shadow of 


another city’s newspaper artificially transplanted in strange soil, 


Cuicaco, TRIBUNE SQUARE 


ATLANTA, 1825 Ruopes-Haverty Bbc. 


New York, 220 East 42np St. 


, a "re ae In. 


2 


State Street, Chicago, center of retail merchandising in the midwest 


not an endeavor to cash-in on skillfully presented emotional 
appeals — but a personality grown up with Chicago that is 
recognized and respected by Chicago as its own powerful voice. 


That is the Chicago Tribune. 


Although Tribune supremacy is thoroughly demonstrated 
statistically, its personality cannot be portrayed in figures and 
charts only. Why consider it in terms of some of its parts, when 
the whole is so much more important? Circulation becomes of 
greatest value only when favorable community contact is added 
to it. The Tribune has both. When you have studied the statistics, 
and analyzed newspaper influence and newspaper contact in 
Chicago, it comes home to you that after all, “if you’re not in the 


Tribune you’re not in Chicago.” 


Boston, 718 CHAMBER OF COMMERCE BLDe. 


San Francisco, Kon Bipe. 


Average total net paid circulation, March, 1932: Daily, in excess of 815,000; Sunday, more than a million 
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The Railroads Are Learning : 


This is a period of unusual diffi- 
culty for the railroads, but it seems 
certain they are going to emerge 
from it in much better condition 
than they have been for a long time. 
One of the things they are learning 
is how to merchandise their service 
to the public in more attractive 
style. 

The decision of the New York 
Central and the Pennsylvania to 
establish 18-hour service between 
New York and Chicago, and to ad- 
vertise these fast trains aggres- 
sively, is one indication of what is 
going on. Other railroads are pro- 
viding “bargains in transportation” 
in the form of week-end excursions. 
More complete freight service, in- 
volving store-door delivery, is being 
advertised by other roads, as re- 
ported a number of times recently in 
ADVERTISING AGE. 

Better merchandising of what they 
have to sell, plus the improved 
status of the carriers from the stand- 
point of rates and operating ex- 
penses, will put them in a position 
to please both the public and their 
stockholders when conditions get a 
little better and the volume of 
available business increases. 

The railroads are such a big fac- 
tor in the business life of the coun- 
try that it is important for them to 
have adopted a more modern point 


of view of merchandising and adver- 
tising. It was not enough that they 
should be willing to advertise—they 
had to learn that good advertising 
must be backed by a_ superior 
product. 

Now that the railroads have seen 
the wisdom of making the trans- 
portation service which they offer 
more attractive to the public, they 
may be depended upon to develop 
new features which will make both 
passenger and freight transportation 
more salable. Competitive conditions 
make it necessary for them to do so. 

It is largely because of the new 
point of view which encourages the 
traffic managers of railroads to 
figure out new and different and 
better ways to serve the public that 
advertising will be able to help 
them. Advertising is of most value 
to the company which has some- 
thing good to talk about, something 
new and interesting to broadcast to 
the public. 

Advertising, plus the merchandis- 
ing point of view, can be relied on 
to give the railroads a larger share 
of the transportation dollar, and at 
the same time to improve relations 
with the public and hence insure 
more intelligent appreciation by the 
public of the problems and needs of 
the railroads with reference to 
rates, regulation and competition. 


Something to Shoot At 


The new advertising campaign of 
the Union Central Life Insurance 
Company, described in the April 16 
issue of ApverTisinc AGE, is inter- 
esting because it emphasizes a fact 
which the insurance companies have 
used to good advantage in the past 
few years. That is that most men 
prefer to buy insurance for some 
purpose more immediate and attrac- 
tive than that for which life insur- 
ance was primarily designed. 

In this case the Union Central is 
selling insurance as a means of 
creating educational funds, with 
which to insure high school and col- 
lege training for children. Such an 
objective attracts the interest of 
parents immediately, and justifies 
the sacrifice which it is sometimes 
necessary to make in order to carry 
insurance. 


Life insurance—ordinary life, that 
is—is needed, and everybody admits 
it, but agents have found that pros- 
Pects shy away from what they re- 


gard as a necessary but unpleasant 
duty. Getting people to consider 
the future needs of their families 
has been the toughest job that an 
insurance salesman could encounter. 

Because the ideas associated 
with ordinary life insurance have 
been unpleasant, it is good psy- 
chology to present insurance in a 
more attractive form—one which 
provides an immediate objective, 
one in which the assured partici- 
pates personally, and one which thus 
appeals to selfish as well as to al- 
truistic motives. 

The basis of life insurance is 
thrift and saving. Present business 
emergencies, accompanied by the 
distribution of huge sums as loans 
on policies, have demonstrated the 
importance of the insurance com- 
panies as a buffer against depres- 
sion. But the incentive to save, like 
many other desirable but relatively 
unattractive objectives, has to be 
dressed up in a more appealing 
form. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


380. Standard Market Data for Mil- 
waukee. 


The Milwaukee Journal has issued 
a survey of its territory, conforming 
with the recommendations made by 
the A. N. P. A. and A A. A. A. Mil- 
waukee proper has 8,717 retail 
stores, doing an annual business of 
$347,420,000. It is a manufacturing 
center of more than ordinary impor- 
tance, having 1,769 such establish- 
ments with a 1930 output of $700,- 
760,000. The value added by manu- 
facture was $339,708,000 and wages 
of employes amounted to $186,329,- 
000. 


381. Key Prospects in the Central 
Station Industry. 


This study by Electrical World 
shows how the central ‘station in- 
dustry is organized and explains 
purchasing policies. “Most manu- 
facturers of equipment who sell the 
industry have found that sales con- 


' tacts must be had not only with the 


holding company and_ subsidiary 
holding companies,’ remarks the 
book, “but also with executives and 


.engineers of operating companies.” 


The 1,265 largest operating com- 
panies are listed. 


382. Thomson Posters. 


This is a detailed exposition of 
Thomson Posters, produced by 
“opaque printing,” and making it 
possible for the user of posters in 
small quantities to obtain work com- 
parable in art and workmanship 
with those produced in larger 
quantities with standard processes, 
An interesting feature is the inclu- 
sion of color samples, enabling the 
advertiser to specify the exact back- 
ground desired. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. 


371. Factors of Reader Interest in 
261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new report is not presented as a 
complete answer to the problem of 
attention value, nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
elusions apparently striking and 
worthy of study. Since the print or- 
der for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 


353. A Fact Picture of the Food 
Fields. 


McGraw-Hill have a reputation for 
thoroughness and this booklet is no 
exception to the rule. It indicates 
that the huge food market came 
through 1931 with flying colors, and 
in much better shape than industries 
not stimulated by “the relentless 
daily demand for food.” 
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Voice of the Advertiser 


Palooka Adventures 


by Young & Rubicam 

To the Editor: Page 11 of the 
April 16 issue of ADVERTISING AGE 
credited another agency with the Joe 
Palooka program of the H. J. Heinz 
Company. 

The particular product sponsoring 
the program is Heinz Rice Flakes 
and the agency is Young & Rubicam, 
Inc. 

A. V. B. GEOGHEGAN, 
Secty., Young & Rubicam, 
New York. 
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Patent Infringement 


Not Involved in Suit 

To the Editor: Your April 16 
issue said: “National Oil Products 
Company, which provided Vitamin D 
to the Grocers Baking Co., Louis- 
ville, Ky., recently sued by General 
Baking Company for alleged in- 
fringement of patent rights, is of- 
fering to license bakers to include 
vitamin D in their bread.” 

The General Baking Company is 
suing the Grocers Baking Co., of 
Louisville, Ky., for alleged trade- 
mark infringement and not patent 
infringement. 

Our process of vitamin D extrac- 
tion is covered by U. S. Patent 
1,678,454 and infringement of the 
Steenbach process is not alleged. 

The point I desire to emphasize 
is that the suit you reported was 
based on alleged copyright infringe- 
ment. Patents are not concerned. 

C. P. GULIcK, 
President, National Oil Products Co., 
Harrison, N. J. 
7, FF F 
Window Displays 
in Coal Industry 

To the Editor: Under separate 
cover I am sending you the first two 
displays in a series that “blue coal” 
dealers are using to merchandise 
this product through window dis- 
plays. 

Window display advertising in the 
coal business is of comparatively 
recent origin, due mainly to the fact 
that most coal dealers in the anthra- 
cite burning territory do not have 
sufficiently good windows for dis- 
play purposes. 

You can appreciate that when a 
coal dealer’s business is necessarily 
conducted at a point close to the 
railroad track, that his office is 
liable to face a street that is not 
very largely traveled. 

However, many of our enterpris- 
ing merchants have considered win- 
dow display advertising sufficiently 
valuable to them, that they have 
hired empty stores in the busy part 
of the shopping district, and have 
utilized the window display space 


for display purposes. Because of 
their energy in this direction, we 
have originated and manufactured a 
series of ten window displays for 
their use. 

These are monthly displays for 
use during the entire year, except 
July and August, when the coal busi- 
ness is practically at a standstill. 
It is interesting to note that our 
dealers pay for this display material 
and consider the expenditure well 
worth while. 

J. P. Durry, 

Delaware, Lackawanna & West- 

ern Coal Co., New York. 
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Closed March 31; Pity 


the Perplexed Judges 

To the Editor: I don’t know the 
closing date for your “Definition of 
Advertising” contest, but here is one 
just off the incubator. 

ADVERTISING—is the prepara- 
tion and presentation of a message 
(visual, oral, tactile gustatory or 
olfactory) intended to create a de- 
sire for an article or service. 

If it is too late for the primaries, 
I intend to run as an independent. 

I have been mystified by lots of 
better definitions. None of them 
satisfied me. Now this one covers 
nearly everything, from magazines, 
papers, direct mail, radio, sampling 
and four minute speeches to soap 
box oratory. Why it even covers 
the artful trick of blowing roast 
ham in your face or the ensemble 
of a good looking “femme.” 

Had to put in a couple of four-bit 
words to make it short, but God 
knows it is simple. 

E. J. Patron, 
Stephens-Adamson Mfg. Co., 
Aurora, IIl. 

P. S. My wife is responsible for 
the “gustatory” and “olfactory” so 
if there is any shooting done we 
will take the rap together. 


vv ¥ F 


Who Knows This One? 


To the Editor: What should and 
what should not be done by a young 
man or woman, with college journal- 
ism training, but little or no other, 
to get a job in the trade journal 
and/or “house organ” field? 

I will thank you for a letter on 
that, to help me in lecturing at the 
University of Wisconsin and the 
University of Missouri soon to trade 
journalism classes. 

There is a special request in each 
case to include something for the 
young people on how to go about 
getting a job—getting started. 


JOHN MEYER, 
Field Director, George W. 
Mead Paper Institute, 
Madison, Wis. 
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ART DIRECTORS 
VIEW WINNERS 
IN ANNUAL SHOW 


New York, April 22.—A pre-view 
of the Eleventh Annual Exhibition 
of Advertising Art at the Art Center, 
65 East 56th Street, will be held to- 
night for the Art Directors Club, 
which sponsors the exhibit, and a 
selected list of guests. The exhibi- 
tion will open tomorrow and run to 
May 14. 

At tonight’s reception announce- 
ments will be made of awards as 
follows: 


Paintings and Drawings in Color 


Figures—Medal to Car] Erickson for 
a painting for the Phoenix Hosiery 
Company, through J, Walter Thomp- 
son Co. 

Honorable Mention awarded. to 
Leslie Saalburg for a painting for the 
French Line, through N. W. Ayer & 
Son, Inc.; May Mulvany for a painting 
for the International Printing Ink 
Corp., through The Blackman Co.; 
Pierre Brissaud for a painting for the 
Procter & Gamble Co., through The 
Blackman Co, 

Miscellaneous — Medal to Buk 
Ulreich for his painting for Interna- 
tional Printing Ink Corp., through 
The Blackman Co. 

Honorable Mention awarded to 
Leslie Saalburg for his painting for 
the Ford Motor Co., through N. W. 
Ayer & Son, Inc.; V. Bobri for his 
painting for the Cannon Mills, Inc., 
through N. W. Ayer & Son, Ine,; 
Pierre Brissaud for his painting for 


the Armstrong Cork Co., through 
Batten, Barton, Durstine & Osborn, 
Inc. 


Posters and Car Cards 


Medal to Alexey Brodovitch for his 
poster for the Pennsylvania Museum 
of Art; Barron Collier medal to Fred 
Ludekins for his poster for the Amer- 
ican Legion, through Campbell Ewald 
Co. 
Honorable Mentions awarded to: 
Lucien Bernhard for his poster for 
the Atlantic Refining Co., through 
Outdoor Advertising Co., Inc. 


Black and White Illustrations— 
Half-Tones 


Medal to B. Kimberly Prins for his 
illustration for the General American 
Tank Car Corp., through Fitzgerald 
Advertising Agency. 

Honorable Mentions awarded to: 
Charles Garner for his illustration for 
Literary Digest, through N. W. Ayer 
& Son, Inc.; Galbraith for his illustra- 
tion for Cluett Peabody & Co., Inc., 
through Young & Rubicam, Inc.; Rob- 
ert Fawcett for his illustration for 
Young & Rubicam, Inc. 


Pen and Ink 


Medal to Paul Froelich for his 
drawing for Collins & Aikman Corp., 
through N. W. Ayer & Son, Inc. 

Honorable Mention awarded to: 
Marian Wildman Powell for her 
drawing for Julius Kayser & Co., 
through Young & Rubicam, Inc.; 
Ervin Metz] for his drawing for 
Cluett, Peabody & Co., through Bat- 
ten, Barton, Durstine & Osborn, Inc.; 
John Atherton for his drawing for the 
French Line, through Batten, Barton, 
Durstine & Osborn, Inc. 


Decorative Designs 

Medal to Howard Trafton for his 
design for the North German Lloyd, 
through Smith, Sturgis & Moore, Inc. 

Honorable Mention awarded to: 
Ervin Metzl for his design for Bige- 
low-Sanford Carpet Co., Ine., through 
Newell-Emmett Company; Alexey 
Brodovitch for his design for Inter- 
national Printing Ink Corp., through 
The Blackman Co.; V. Bobri for his 
design for Thos. Cook & Son, through 
L. D. Wertheimer Co., Inc. 


Photographs 


Medal to Paul Outerbridge, Jr., for 
his photograph for McCann-Erickson, 
Ine. 

Honorable Mention awarded to: 
John Scott for his photograph for 
Johns-Manville Corp., through J. Wal- 
ter Thompson Co.; Edward J. Steichen 
for his photograph for The Ponds Ex- 
tract Co., through J. Walter Thomp- 
son Co, 


Alexander Brook, artist, Frederick 
C. Kendall, Advertising and Selling, 
and Joseph B. Platt, artist, made up 
the jury of award. 

The exhibition committee of the 
Art Directors Club consists of El- 
wood Whitney, J. Walter Thompson 
Co., chairman; Jack Tarleton, J. 
Sterling Getchell, Inc., vice-chair- 
man; Wilfred Chausee, Calkins & 
Holden; Thomas Erwin, Erwin, 
Wasey & Co.; Fred Farrar, Typo- 
graphic Service Co.; Abbott Kim- 
ball, Abbott Kimball, Inc.; Loren 
Stone, The Blackman Co., and Caro- 
line Fleischer, exhibition secretary. 


Beverage Copy 
Tells Dangers 
Of Imitations 


Chicago, April 22.—Though each 
was unaware of the other’s plans, 
three beverage manufacturers 
launched attacks on “imitation” 
drinks this week. The Orange- 
Crush Company, Chicago, and 
Charles E. Hires Company, Phila- 
delphia, opened their big guns in a 
weekly paper published in Philadel- 
phia, while the Welch Grape Juice 
Co., Westfield, N. Y., will start a 
campaign June 1. 

Welch has started distribution of 
Welch’s Grape Juice Highball, a new 
carbonated bottled drink retailing 
for five cents. H. W. Kastor & Sons 
Advertising Company handle the ac- 
count. 

“Are you drinking chemicals?” de- 
manded the Orange-Crush Company. 

“Don’t be fooled by imitations made 
from cheap oil flavors,” chorused 
Hires, via the Mark O’Dea Co., New 
York. 

When Hays MacFarland & Co., 
Chicago, took the Orange-Crush ac- 
count last fall, it made an exhaustive 
study which indicated that con- 
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sumers failed to comprehend the im- 
port of the bare statement that the 
drink is made of fresh orange juice. 

The new copy, listing 11 chemicals 
allegedly used in “fruit pops,” fol- 
lowed. Hires made a somewhat sim- 
ilar discover and is flaying “imita- 
tions made from cheap oil flavors.” 


yp are Goes East 


Francis D. Gonda, vice-president 
of the Einson-Freeman Company, 
display specialists, in charge of 
Western sales at Chicago, has been 
recalled to Long Island City, N. Y., 
to take charge of creative work and 
sales development. 


W EH Joins Tracy 


W E H, Ince., advertising agency, 
has joined with W. I. Tracy, Inc., 
New York. Arthur A. Hirsch, presi- 
dent of W E H, becomes vice-presi- 
dent of Tracy. 


Dasco in New York 


Dasco, a shaving cream, is being 
introduced in New York with a com- 
bination deal in Schulte stores. It 
is free with a 15-cent pack of cigar- 
ettes. 


*Bama Has Tabloid 


The Daily Observer has made its 
bow at Alabama City, covering the 


TOASTMASTER 


Russell Wilson, Mayor of Cincin- 

nati, who will act as toastmaster at 

A. N. P. A. banquet. (Story on 
Page |) 


neighboring towns of Attalla and 
Gadsden as well. R. H. Cunningham 
is publisher; J. A. Moore, general 
manager. 


N. B. C. Cereal Division 
Headed by O’Brien 


J. F. O’Brien has resigned as direc- 
tor of coffee sales of Arbuckle Bros., 
New York, to become manager of the 
cereal division of National Biscuit 
Co. 

He was formerly vice-president 
and sales director of the Kellogg 
Company. 


“More Light’ in N. O. 
More Light, devoted to Freema- 
sonry, is being published at 625 Poy- 
dras St., New Orleans, with E. P. 
Copponex as president. 


Gallup Is Agency Man 


Bruce Gallup has joined Donahue 
& Coe, New York, being succeeded as 
director of advertising and publicity 
for Columbia Pictures by George 
Brown, who comes from RKO. 


Directs “Fair” Copy 


Evan L. Ellis has become adver- 
tising manager of The Fair, Chicago 
department store. He was formerly 
with the Homer McKee Company. 


Agency Gets Hough 
Henry W. Hough, former associate 
editor of Scientific American, New 
York, has joined the Byrum-Shaw 


Advertising Agency, Denver. 


Make it easy for prospects to 
find your local dealers. . . 


“Where to Buy It” links local dealers 
with the advertised brand 


Many advertisers, in their zeal to make 
consumers want their products, over- 
look an elementary law of salesman- 
ship: “Make it easy for prospects to 


buy your product.” 


By making it easier for prospects to 
locate your local dealers, you make it 
easier for them to buy your product or 
service. Phrases like “See your nearest 
dealer” or “Dealers everywhere” won't 
do; they are much too vague to ring 
your dealer’s cash register. 


It directs prospects to your dealers 


“Where to Buy It” tells prospects ex- 
actly where to find your nearest dealer. 
This is how it works: (1) Your author- 
ized local dealers—their names, ad- 
dresses, and telephone numbers— are 


and towns. 


listed under your trade name (see illus- 
tration) in the classified telephone 
books in those cities and towns where 
you have distribution. (2) All your ad- 
vertising and broadcasting refers people 
to these local “Where to Buy It” listings. 


It parallels your distribution 


The net result is that “Where to 
Buy It” increases your sales by making 


users. 


Regardless of your distribution — 
whether it be national or sectional, 
rural or urban, intensive or spotty— 
“Where to Buy It” can parallel it ex- 
actly. You can place your Trade Mark 
Heading in as many or as few direc- 
tories as you need. 
is available in 25,000 separate cities 


“Where to Buy It” 


your advertising results more certain. 

Continued use of “Where to Buy It” 
by many national advertisers testifies 
to its effectiveness. Goodrich, Reming- 
ton-Rand, Raybestos, Ford, Mimeo- 
graph, General Electric, RCA Victor 
are a few of the “Where to Buy It” 


Full information on request 


Investigate this service. Ask your 
agency for full particulars, or write 
or telephone: Trade Mark Service 
Manager, American Telephone and 
Telegraph Co., 195 Broadway, New 
York, N. Y., fii 
3-9800)—or 208 W. Wash- 
ington Street, Chicago, Ill., 
(OFFicial 9300). 
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ADVERTISING AGE 


April 23, 1932 


OUTDOOR EXPERT 


Samuel N. Holliday, whose long service 

in the outdoor field has been climaxed 

with his election as vice-president of 
Bromiley-Ross, Inc., New York. 


ELGIN RUSHES 
TO RESCUE OF 
MAYOR WALKER 


(Continued from Page 1) 


will carry the same copy, placed by 
Elgin dealers. 

With the New York Central run- 
ning a special newspaper campaign 
announcing its new schedule, the 
idea of a tie-up originated with 
Thomas A. Potter, president of El- 
gin. Since the same agency, Lord 
& Thomas & Logan, handles both 
accounts, Frank R. Brodsky, Elgin’s 
advertising manager, worked out the 
details without difficulty. 

Located near the observation car 
of the Twentieth Century will be 
two light beams, connected by direct 
wire with two master clocks at the 
Elgin observatory. At 1 o'clock 
these beams will start blinking the 
minutes and at 1:30 Mayor Cermak 
will give the signal that starts the 
train on its way. 

Miss Weddon, aboard, will check 
the operation of the train by her 
own Elgin watch. At each of the 
larger stations enroute representa- 
tives of the Elgin National Watch 
Company will be present to learn 
from her whether the train is late 
or on time. 

At the non-stop cities, a vertical 
motion of her arm will signal “On 
time.” Should the train be late, the 
signal will be a horizontal motion. 

The Pennsylvania Railroad used 
big space in a large number of 
papers this week to announce its 
own 18-hour schedule to New York. 
It leaves Chicago an hour after the 
Century. 


Opie Heads Chicago 
Radio Association 


The Advertising Agencies Radio 
Association has been formed in Chi- 
cago, with G. E. Opie, Rogers & 
Smith, as chairman. 

Other agencies represented are 
Critchfield & Co., Buchen Company, 
Erwin, Wasey & Co., Matteson-Fo- 
garty-Jordan Co., McCann-Erickson, 
Inc., Philip O. Palmer & Co., Albert 
Frank & Co., Batten, Barton, Dur- 
stine & Osborn, J. Walter Thompson 
Co., and Wm. H. Rankin Co. 


Radio Audition Studios 
Opened in New York 

Radio Audition Studios has opened 
at 1680 Broadway, New York, to 
lease facilities to agencies by the 
hour. A complete staff is main- 
tained. 

One agency has installed a direct 
wire to its offices so that executives 
may hear auditions at their desks. 


Sears Advances Barker 

J. M. Sears, vice-president in 
charge of Eastern territory for Sears, 
Roebuck & Co., Chicago, has been 
appointed vice-president in charge of 
retail administration. 


Ethyl Starts Push 


To Help 


Self and 


Automotive Field 


New York, April 22.—Concentrat- 
ing the equivalent of four months’ 
advertising in a single week, the 
Ethyl Gasoline Corporation will 
break copy next week in the most 
intensive campaign ever undertaken 
by the company. 

Special advertising by licensees 
co-operating with the company, to 
gether with the six-figure appropria- 
tion of the Ethyl corporation itself, 
will bring the total expenditures to 
over a million dollars for the week. 

The sales drive, starting April 29 
and closing May 7, will introduce to 
the motoring public a new Ethyl 
gasoline, refined to meet a new and 
higher standard without change in 
price. A color spread in the May 7 
issue of The Saturday Evening Post, 
Collier's, and Liberty, headlined 
“Buy a New Car—Use Ethyl Gaso- 
line” strikes the keynote of the con- 
sumer appeal. 

Plans for this concentrated drive 
were begun in January, as indicated 
in a letter from J. C. Taylor, sales 
manager of the Pthyl corporation, 
to Ethyl licensees and jobbers. 

“Since the first of the year,” Mr. 
Taylor wrote, “a number of our cus- 
tomers have discussed with us the 
possibilities of capitalizing their in- 
creases in Ethyl antiknock standard 
through advertising and sales pro- 
motion and have asked us if any 
special effort in this direction would 
be undertaken by the Ethyl Gaso- 
line Corporation. 


Big News for Public 


“In these discussions it has been 
pointed out that the raise in stand- 
ard constitutes the biggest piece of 
news in the field of premium fuels 
that has occurred in the past five 
years at least, with a consequent 
opportunity for capitalizing it with 
the public. 

“To this is added the further fact 
that the motor industry this year 
has generally adopted high compres- 
sion and is offering new models with 
engines, or optional heads, that re- 


quire fuel of Ethyl anti-knock 
quality.” 
Ethyl’s first advertisement an- 


nounces the newly raised standard 
for Ethyl Gasoline and is followed 
by copy designed to whet the 
reader’s appetite for a new car with 
a high compression motor and a gas 
tank full of Ethyl Gasoline. 
“Certainly—we’ve been through an 
economic squeeze. But can’t you 
still thrill to the hum of a powerful 
motor? Don’t your fingers itch to 
pilot one of the new marvels the 
automobile industry is offering? 
“Prices have tumbled with lower 
material costs. Engineers have 
worked overtime—crowded more im- 
provements into 1932 models than 
usually come in several years. Free- 
wheeling—automatic clutches—silent 
gearing —ride control — streamline 


bodies—high compression engines 
that give greater power from the 
same amount of gasoline! Here is 


the motor industry’s contribution to 
more for your money. 

“And the oil industry—see what 
it has done to further increase the 
value of your motoring dollar! High 
compression engines require Ethyl, 
the high compression fuel. During 
the last five years, the oil companies 
have made Ethyl available every- 
where. Now they have just raised 
its anti-knock quality still higher. 
Yet today the price of the even 
higher quality Ethyl is no more, on 
the average, than the price of regu- 
lar gasoline a few years ago!” 


Corollary Campaigns 


Tying in with the Ethyl magazine 
campaign and matching blue chip 
for blue chip, the corporation’s 
licensees will stake independent 
drives for their own brands of Ethyl 
gasoline in newspapers, outdoor 
radio, and direct mail. Seventy-nine 
of Ethyl’s licensees, which include 


practically every important oil re- 
finer in the United States and Can- 
ada, will cooperate in the sales 
push. 

Dealer helps prepared by the Ethyl 
corporation have been ordered by 
these licensees in large quantity. At 
an estimated cost of $100,000, to be 
met equally by Ethyl and its 
licensees the corporation has manu- 
factured and distributed two million 
balloons, almost five million folders 
and cards, a million handbills, 600,- 
000 banners, and thousands of but- 
tons, phonograph records, and other 
advertising novelties. If these pro- 
motional pieces were distributed 
equally among the licensees’ hundred 
thousand filling stations, each station 
would get six banners, ten handbills, 
twenty balloons, and fifty folders and 
cards, as well as a handful of but- 
tons, phonograph records, etc. 

Highly pleased with the co-opera- 
tion of the Ethyl licensees, Lucien 
P. Locke, advertising manager of the 
Ethyl Gasoline Corp., said he hopes 
to see every Ethyl gasoline filling 
station decked out like a carnival. 

Batten, Barton, Durstine & Osborn, 
Inc., prepared the Ethyl campaign. 
The magazine list includes American 
Legion Monthly, American Magazine, 
Atlantic Monthly, Better Homes € 
Gardens, Canadian Homes & Gardens, 
Canadian Magazine, College Humor, 
Collier’s, Cosmopolitan, Country Life, 
Current History, Elks Magazine, 
Field & Stream, Fortune, Forum € 
Century, Harper’s, Judge, Liberty, 
Life, Literary Digest, MacLeans, 
Mayfair, New Yorker, Outlook, Polo, 
Red Book, Review of Reviews, Satur- 
day Evening Post, Scribner’s, Sports- 
man, Spur, Sunset, Time, Town € 
Country, Vanity Fair, Vogue, World’s 
Work. 

Color will be used in many of these 
magazines. A four-color announce- 
ment advertisement will be run in 
American Weekly. 


G-E Spurs Salesmen 
With Audition Contest 


General Electric Co., Cleveland, 
has begun an audition contest to re- 
ward the dealer and distributor sales- 
men who can best relate the advan- 
tages of owning a General Electric 
Refrigerator. 

Prominent educators and _ civic 
leaders will serve as judges. The 
first three in the finals will receive 
a total of $500 in cash. 


Oil Companies Unite 
in Safety Campaign 
On the recommendation of the mo- 
tor vehicle departments of New 
York, New Jersey and Pennsylvania 
and the National Bureau of Casualty 
and Surety Underwriters, eight oil 
companies have united in a campaign 
against automobile accidents. 
A series of posters depicting com- 
mon accidents will be displayed at 
the companies’ stations. 


Select Dance Program 


A half hour of straight dance mu- 
sic, featuring Ernie Holst’s orches- 
tra, has been put on the NBC-WJZ 
network at 5:30 Sunday afternoon 
E.S.T. by the Simoniz Co., Chicago. 
J. S. Dunham is advertising manager. 


Waite with Agency 
Edgar A. Waite, late of the adver- 
tising department of the Fox Thea- 
ters, has joined Benton & Bowles, 
New York, but will be stationed in 
San Francisco for the present. 


Licenses for Salesmen 


A $2 license for each salesman 
selling direct to the consumer is pro- 
vided by a new law at Nashville, 
Tenn. 


Plymouth Adds Sedan 


A two-door sedan, priced at $575, 
has been added to the Plymouth line, 
bringing the number of body styles 
to ten. 


CORROBORATIVE 
TESTS FAVORED 
BY GROESBECK 


Washington, D. C., April 20.—Cor- 
roborative tests of advertising copy 
were recommended by Kenneth 
Groesbeck, vice-president of McCann- 
Erickson, Inc., in an address before 
the American Association of Adver- 
tising Agencies at its annual meeting 
April 15. 

Single tests, unsupported by con- 
firmation from other quarters, are 
dangerous, he believes. 

“We may say that advertisement 
testing is not prevalent,” he com- 
mented, “yet the inclusion of a cou- 
pon is strong evidence that a testing 
attitude exists in the minds of adver- 
tisers. 

“Except where money is asked for, 
this cannot be called a sales test; it 
is a reply test. That this distinction 
is recognized is shown by the in- 
creasing number of cases where the 
advertiser insists on some money 
being sent. 

“The moment he asks for ten 
cents, his test becomes in form a 
sales test.” 

Mr. Groesbeck regards consumers’ 
opinions of effectiveness of advertis- 
ing as of dubious value. A consumer 
jury ranked only 44 per cent in se- 
lecting the better of two travel ad- 
vertisements run in Liberty, though 
cne pulled 1,400 coupons with a 
dime, the other only 700 such cou- 
pons. 

In this case, women were more 
largely in error than men, 89 voting 
for the right advertisement, and 154 
for the wrong one. 


Why They Failed 


“The only people who answered 
this advertising in the daily papers,” 
explained Mr. Groesbeck, “were those 
interested in travel and vacations. 
Among this specialized class of pros- 
pects a much larger number re- 
sponded to the specific appeal than 
to the general one. 

“The consumer jury ranked the 
advertisements as of about equal 
value. They may be equal to the 
average person who is not particu- 
larly interested in Maine, but they 
are not equal in appeal to a definite 
individual who is making his plans 
to go somewhere. 

“This individual is the man or 
woman we are after, and his reaction 
is the one we are seeking. Evidently 
we do not get it at all when we ask 
a broad cross-section of people which 
of two advertisements is the better.” 

Factors which cause variations in 
results must be considered in tests, 
Mr. Groesbeck pointed out. A right- 
hand page is 14 per cent more pro- 
ductive than the left and the front 
of a periodical will outpull the back. 
Seasonal variations are important. 

The following table indicates the 
variation in pulling power of each 
month: January, 107; February, 134; 
March, 124; April, 108; May, 91; 
June, 75; July, 68; August, 72; Sep- 
tember, 96; October, 122; November, 
120; December, 81. 

While these figures are not final, 
they correspond closely to the flow of 
coupons under an unvarying adver- | 
tising pressure. 

Mr. Groesbeck also described tests 
of campaigns, with certain towns 
used for advertising, and other simi- 
lar nearby cities, for “controls.” 


Promote Refrigeration 


The Birmingham News and .ige- 
Herald, collaborating with 13 refrig- 
erator manufacturers, recently con- 
ducted an electric refrigeration, or 
cold cookery, school. The two day 
sessions drew 7,000. 


Leave Magazine Staffs 


Four Chicago magazine representa- 
tives resigned this week, G. D. Wroe 
severing his long connection with 
Delineator. Others are George Mul- 
roy and Rex Gay, of Liberty, and 


TELLS OF TESTS 


Kenneth Groesbeck 


Space Buyer Knows 
All About Cows Too 


Herbert G. Selby, space buyer at 
Cleveland for Maxon, Inc., won first 
prize in the second cow judging con- 
test for advertising men conducted 
by Hoard’s Dairyman, Fort Atkinson, 
Wis. Mr. Selby will receive a 
month’s supply of butter. 

Other winners: P. V. Fitzgibbon, 
Midland Advertising Service, Deca- 
tur, Ill.; L. P. Emmerick and A. N. 
Dunlop, Larrowe Milling Co., De- 
troit; R. E. Larson and B. D. Scott, 
Louden Machinery Co., Fairfield, Ia. 

Among regular readers of the 
paper, 45,728 entries were received. 


Outdoor Field Starts 


Work on Coverage Data 


Under the direction of R. W. Olm- 
sted, chief engineer of the Foster 
and Kleiser Co., four state outdoor 
advertising associations have begun 
trade and traffic surveys to secure 
national data on outdoor advertising 
coverage. 

Arizona, California, Oregon and 
Washington will be covered. 


“Furniture Index” 
Promotes A. V. Leary 


A. V. Leary, formerly editorial rep- 
resentative, has been made associ- 
ate editor of Furniture Inder. 

He will be in charge of the New 
York office of the Furniture Pub- 
lishing Corp., Jamestown, N. Y., 
which also publishes Wood Working 
Industries and Metalcraft. 


To Discuss Foreign Trade 


The Middle West Foreign Trade 
and Merchant Marine Conference 
will be held in St. Louis Oct. 10-11 
jointly with the annual Central Mis- 
sissippi Valley Foreign Trade Con- 
ference. 


“GM” Files Suit 


General Motors Corp., Detroit, has 
filed suit seeking to enjoin the Gen- 
eral Motorship Corp., Detroit, from 
use of any firm name that may be 
confused with General Motors Corp. 
and use of the abbreviation “GM.” 


Hill Settles in Gotham 


Weston Hill, formerly creative di- 
rector of Dyer-Enzinger, Inc., Milwau- 
kee, has been appointed copy chief 
of Reimers, Whitehill & Sherman, 
New York. 


Hereford’s New Work 


Harry Hereford, who recently re- 
signed from the Chambers Agency, 
New Orleans, is now art director of 
Stone, Stevens and Lill, New Orleans 
agency. 


Radio Claims Knudson 


Norman E. Knudson, formerly 
western manager of Advertising and 
Selling, is now sales representative 
of Associated Broadcasters, Inc., Chi- 
cago. 


Get Life Savers 
Effective Sept. 1, Lennen & Mitch- 
ell, New York, will handle the ad- 
vertising of Life Savers, Inc., Port 
Chester, N. Y. 


To Show Sporting Goods 


A Motor Boat and Sportsman Show 
will be held in Detroit May 7-14, 
with the Izaak Walton League and 


Earl Mitchell, Cosmopolitan. 


resorts participating. 
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THE OPEN ROAD for BOYS MAGAZINE 


ANNOUNCES 


THE OPENING OF CHICAGO ADVERTISING OFFICES IN 


THE BELL BUILDING 
307 NO. MICHIGAN AVE. 


TELEPHONE FRANKLIN 4625 


WITH JAMES T. CARR IN CHARGE 


All boys’ magazines are strong media. Of these extraordinary media The OPEN 
ROAD for BOYS claims to be overwhelmingly the best, outstandingly the most powerful 
advertising medium—and it backs this claim with a positive guarantee, rebate backed. 
Only a magazine of unquestioned pulling power, with complete confidence in its worth, 
could guarantee results like this. No more guess work. The OPEN ROAD for BOYS 
Magazine is first because it guarantees to be first. Write for details and new brochure 
which presents interesting and unique information on the boy market. 


ROCHESTER LOS ANGELES 


BOSTON CHICAGO age ‘ 
E. A. Piller James T. Carr i ng y, a ign Paul F. Herrick Hallett E. Cole 
130 Newbury St. 307 N. Michigan Ave. aid af 823 Powers Bldg. 846 So. Broadway 
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April 23, 1932 


MEDICAL COPY 
LISTS MEMBERS 


New York, April 22.—Abandoning 
one of the most strictly enforced 
rules in the medical code of ethics, 
the Hudson County Medical Society 
(New Jersey) ran a 1,000-line adver- 
tisement in several Hudson County 
papers Monday. 

Though the avowed purpose was 
to “protect the public against irre- 
sponsible and unscrupulous practi- 
tioners of the healing art,” the copy 
indicated that the objective may 


have been to secure business. 

It urged the public to “look for 
the seal in your doctor’s office,” and 
to “clip this entire ad,” and it listed 
the names and addresses of the 450 
members of the society. Still an- 
other objective was suggested by the 
closing line, “Every reputable and 
legally registered physician is eligi- 
ble to membership.” 

The Hudson County Medical So- 
ciety was formed in 1853. It is a 
member of the Medical Society of 
New Jersey, established in 1766, 
when tea was the national beverage. 

Dr. P. E. Maras, chairman of the 
publicity committee of the society, 
indicated there will be other adver- 
tising, elaborating on some of the 
organization’s services. 

Dr. David J. Kaliski, president of 


the New York Medical Society, said 
the New Jersey effort is “a step in 
the right direction,” but New York 
is not contemplating any similar 
project. 


“Open Road” Has 
New Chicago Office 


The Open Road for Boys, New 
York, has opened Chicago advertis- 
ing offices in the Bell Building, 307 
N. Michigan Avenue. 

James T. Carr is in charge. The 
telephone number is Franklin 4625. 


Burner for Kelvinator 


Kelvinator Corp., Detroit, has ac- 
quired the Rightway oil burner from 
the Maise Corp. Manufacture will 
continue under Kelvinator’s direc- 
tion. 


Alfred J. Fisher on G-M 


Operating Committee 


Alfred J. Fisher has joined the 
operating committee of General Mo- 
tors Corp., Detroit. 

Four other Fisher Brothers are on 
the executive committee, which, with 
the operating committee, directs the 
company’s affairs. 


Greenwich Has Daily 


Greenwich (Conn.) News and 
Graphic, a semi-weekly will become 
a daily May 38. George B. David 
Company is national representative. 


Fred C. Gardner Dead 


Fred C. Gardner, advertising man- 
ager of Detroit Shopping News, and 
formerly of the Detroit Free Press, 
died last week-end. He was 37. 


N. W. Ayer & Son 
Ault-Williamson Shoe 


American Golf 


Bay Company 
Bassick Company 


Boston Gear Works 
Brown Co. 
Baird Machine Co. 
Bristol Co. 
Carter, Rice & Co. 


Dennison Mfg. Co. 
Dowd & Ostreicher 


Eddy-Rucker Co. 


Everlastik, Inc. 


Fuller Brush Co. 


Albert Frank & Co. 


537 S. Dearborn St. 
Chicago 


Aetna Life Insurance Co. 
American Writing Paper Co. 
Ace Advertising Agency 
Co. 
American Mutual Liability Insurance Co. 


Amory Advertising Agency 


Batten, Barton, Durstine & Osborn, Inc. 
Barnstead Still & Sterilizer Co. 

Badger & Browning, Inc. 

F. A. Bartlett Tree Expert Co. 

Harold Cabot & Co. 

Cotter Advertising Agency 


Converse Rubber Co. 
John A. Davis Advertising Agency 


Geo. W. Danielson Advertising 

Elliott Advertising Agency 

Employers’ Liability Assurance Corp. 
First National Old Colony Corporation 
Franklin Advertising Agency 

A. W. Flemings Advertising 


First National Bank of Boston 
Greenleaf Advertising Agency 


Advertising Age in 


Co. 


Holliston Mills 


International Silver Co. 
Ingersoll-Waterbury Co. 
Indian Motocycle Co. 
Joyce & Bailey Co. 


Jenkins Bros. 


Keating & Joslin, Inc. 
Wilson H. Lee Advertising Agency 


Larchar-Horton 


Liberty Mutual Insurance Co. 


Lever Bros. Co. 


Lighthouse Lighter Co. 

Walter M. Lowney Co. 

Livermore & Knight Co. 

Lorraine Advertising Co. 

John J. Morgan Advertising Agency 

Massachusetts Chocolate Co. 

Massachusetts aaa & Telegraph School 
°. 

Nichols Advertising Agency 

New England Mutual Life Insurance Co. 

New Haven Clock Co. 

P. F. O'Keefe Advertising Agency 

Old Colony Advertising Co. 


Nashua Mfg. 


Louis Glaser, Inc. 

Gillette Safety Razor Co. 

Griffin-Jordan, Inc. 

Guenther-Russell-Law, Inc. 

Glenwood Range Co. 

Graton & Knight Co. 

Griffin-Jordan, Inc. 

General Electric Co. 

John Hancock Mutual Life Insurance Co. 
H. B. Humphrey Co. 

Hathaway Advertising Co. 

C. F. Hovey Co 


Advertising Age Subscribers Represent 
The Backbone of the National Advertising Field 


In New England, for Instance . . . 


Here are just a few of the nearly 500 paid subscribers of 


New England alone: 


O'Connell Advertising Agency 
Pepperell Mfg. Co. 

Porter Corporation 
Prophylactic Brush Co. 

Potter Drug & Chemical Corp. 
Pneumatic Scale Corp. 

Pine Tree Products Co. 
Charles Parker Co. 

Peck, Stow & Wilcox Co. 
John W. Queen Advertising 
Frank R. Reynolds & Staff 
Alfred Rooney Co. 

Riley Advertising Service 
Remington-Rand Co. 

Reed & Barton 

Russell Mfg. Co. 

Salada Tea Co. 

Sweeney & McDonald 

Carroll J. Swan Co. 

Signet Hosiery Co. 

Co. Standish-Barnes Co. 

1. Sack Cabinet Hardware Co. 
Franklin P. Shumway Co. 
Stevens-Walden, Inc. 
Sanitube Co. 

Travelers’ Insurance Co. 

Owen A. Thomas Advertising 
U. S. Gutta Percha Paint Co. 
United Advertising Corp. 

J. B. Williams Co. 

Webster & Atlas National Bank 
Wolcott & Holcomb 

Ray Wills Advertising Agency 
Wells Advertising Agency 
John Williams & Co. 

Rule Williams, Inc. 

Young & Rubicam, Inc. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Graybar Building 
New York 


SELLS REFRIGERATORS 


P. B. Zimmerman, in charge of G-E 
refrigerator sales, who has created a 
sensation with a new four-year guarantee. 


AGENCIES PASS 
PLAN T0 CREATE 
TALENT BUREAU 


New York, April 22.—By declining 
to take action on a proposal to estab- 
lish a radio talent bureau, the Ameri- 
can Association of Advertising Agen- 
cies has indicated that it will not, 
for the present, at least, go into the 
booking business. Agencies must con- 
tinue to bargain for radio luminaries 
in the open market. 

Unlike white space, radio time, and 
other major agency expenditures, 
broadcast talent has been subject to 
no standard rate. And so, six months 
ago, it was suggested by members 
that the A. A. A. A. work out a plan 
to standardize prices for the same 
grade of talent. Two proposals were 
made to the committee assigned to 
this job. 

One was to form a talent bureau, 
where prices, management, previous 
experience, etc., would be registered. 
The services of the bureau would, of 
course, be available only to associa- 
tion members. 

The other proposal had the addi- 
tional feature of a bureau which 
would act as purchasing agent for 
A. A. A. A. members, with the under- 
standing that they would buy all tal- 
ent through the bureau. 

According to John Benson, presi- 
dent of the A. A. A. A., both ideas 
presented new difficulties and prob- 
lems which the association does not 
feel it wise to assume at present. 


United States Led 
Export Field in ’31 


The United States again led the 
world in exports in 1931, the Depart- 
ment of Commerce announced this 
week. 

The figure was $2,423,759,000, com- 
pared with $2,192,850,000 for Ger- 
many, which displaced the United 
Kingdom from second place. 


“American Legion 
Monthly” Gets Stewart 


Robert P. Stewart has become De- 
troit representative for American 
Legion Monthly, Indianapolis, cover- 
ing Michigan, Northern Ohio and 
Pittsburgh. 

Mr. Stewart was formerly with 
Literary Digest and National Geo- 
graphic. 


Legion Hears Nichols 


J. C. Nichols was the speaker be- 
fore Chicago Post, American Legion, 
April 18 at the Adventurers Club. 
He displayed several films of African 
movies before the largest attendance 
of the post since April, 1931. 


Stewart on Board 


Jack Stewart, commercial manager 
of Station WFBR, has been elected a 
governor of the Advertising Club of 
Baltimore, succeeding R. V. O. Swart- 
out, moved to Mexico. 
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ADVERTISING AGE 


NEW SCHEDULE 
WOULD EXTEND 
TOBACCO TAXES 


No Relief in Sight for Motor 
Industry 


Washington, D. C., April 22.—As 
business leaders turned their foot- 
steps to Washington to tell the Sen- 
ate Finance Committee that the tax 
bill passed by the House is unfair, 
the Secretary of the Treasury coun- 
tered with a new tax schedule. 

It eliminates the suggested tax on 
gas and electricity consumed in 
homes and reduces the suggested 
gasoline tax to be paid at the refin- 
ery from 1 to % of a cent per gallon. 
It proposes an increase of one-sixth 
in the tax on tobacco manufactures, 
except cigars, and retains all of the 
taxes on automobiles. 

It would levy a tax of 1 cent per 
10 cents on admissions in excess of 
10 cents; retain the 5 per cent tax on 
radio and phonograph equipment; 
tax malt syrup and brewers’ wort 35 
cents and 5 cents a gallon, and grape 
concentrate 40 per cent; tax checks 
and drafts 2 cents each, and tele- 
phone and telegraph messages 5 
cents on those of 15 to 50 cents, and 
10 cents on those over 50 cents. 

Under this schedule, many of the 
taxes in the House schedule would 
be eliminated. Lubricating oils, toi- 
let preparations, furs, jewelry, yachts 
and motor boats, mechanical refrig- 
erators, sporting goods and cameras, 
firearms and shells, matches, candy, 
chewing gum and soft drinks are 
not mentioned in Secretary Mills’ 
schedule. 

Secretary Mills’ budget provides 
for a reduction of $208,000,000 in 
Government expenditures. 


Unanimous Protests 


George M. Graham, vice-president 
of Rockne Motors Corporation, De- 
troit, was among those who flayed 
the proposed tax of 3 per cent on 
automobiles; 2 per cent on trucks, 
and 1 per cent on parts, tires and 
accessories. He spoke for the Na- 
tional Automobile Chamber of Com- 
merce. 

Appearing against the radio tax 
were Frank D. Scott, Washington, 
D. C., counsel for the Radio Manu- 
facturers’ Association, and Paul B. 
Klugh, of the Zenith Radio Corp., 
Chicago. 

James M. Skinner, president of the 
Philadelphia Storage Battery Co., 
also opposed the radio tax. 

Charles S. Dewey, vice-president of 
the Colgate-Palmolive-Peet Company, 
Chicago, and representing the Asso- 
ciation of American Soap and Glycer- 
ine Producers, Procter & Gamble 
Company, and Lever Brothers, pro- 
tested the 10 per cent tax on toilet 
soap. 

R. H. Whitehead, representing the 
Clock Manufacturers’ Association of 
America, said the 10 per cent tax on 
jewelry would disorganize the busi- 
ness. 

Brice P. Disque, representing the 
anthracite coal industry, provided a 
break in the monotony when he 
spoke in favor of the tax on coal im- 
ports, which he said would put 1,800 
miners back to work. 


Agency Paper Returns 


“The Hotel Advertiser” started a 
year ago by Needham & Grohmann, 
New York, has been revived. It is 
devoted chiefly to a discussion of 
hotel advertising, in which the 
agency specializes. 


Placing Exchange Copy 


New accounts of Needham & Groh- 
mann, New York agency specializing 
in exchange advertising, include re- 
sort and urban hotels in New York 
and New England, the Book-Cadillac 
Hotel, Detroit, and the Knott Ho- 
tels Corp. 


“DRAGON'S BLOOD” 
and the Life Blood of Business 


OOD old Benjamin Day! How he did improve the 

engraving arts—how he did release from bondage a 
swarm of hand stipplers! And how his process can be 
employed to your salesful advantage! Little do you care 
about the "'fixing" of a "pattern" with "dragon's blood'"'— 
or the other simple, yet intricate details of craftsmanship 
that enter. 


It's the FINISHED PRODUCT that determines sales 
results—and the alchemy of business turns dragon's blood 


into SALES. 


DEMONSTRATION is all we seek—the tangible, 
mounted, printable plates, that bear the hall-mark of 
"America's Finest Photo-Engraving Plant." Let us! You'll 
never be sorry. Start an order this way—TODAY! 


Quality knows no boundaries. From Portland, 
Oregon, to Cleveland, Ohio, many agencies and 
national advertisers have beaten a path to our 
door. Engravings here are made by America's 
Finest Craftsmen. 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


COLLINS & 


ALEXANDER 


65 E.SOUTH WATER ST. 
CHICAGO, ILLINOIS. 
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April 23, 1932 


NOW RAILROAD 
STAGES ‘SALE’ 
OF ITS GOODS 


Tells Customers to Pick Own 
Destination 


Chicago, April 22.—Applying retail 
methods to the sale of transporta- 
tion, the Illinois Central Lines are 
in the midst of their semi-annual 
excursion promotion. The success of 
the plan in its baptism last year has 
led other lines to advocate co-opera- 
tive “sales.” 


The Illinois Central offers a round- 
trip ticket between any two points 
served by the road for 1 cent a mile, 
about three-fifths of the regular one 
way fare. Despite the low rate, the 
company’s two 1931 “travel sales” 
netted an average profit of $50,000, 
which was considered secondary to 
the permanent educational effect. 

The excursion tickets may be pur- 
chased in advance, but the outgoing 
portion must be used within a three- 
day period, and the return limit is 
10 days. The sales are held late in 
April and early in August to stimu- 
late slack season travel. 

Outgoing tickets for this year’s 
April excursion are good between 
April 22-24, Friday, Saturday and 
Sunday. The event is advertised in 
newspapers, Chicago elevated car 
cards, station placards and envelope 
stuffers. 

Every newspaper in 29 terminal 
and key cities receives one 200-line 
advertisement. Copy is staggered be- 
tween April 4 and 15, to encourage 
those interested to make appropria- 
tions from two pay checks. 

Although Des Moines and Milwau- 
kee are not served by the Illinois 
Central, the Des Moines Register and 
Tribune and Milwaukee dailies are 


on the list to draw business from 
tributary territory. 


Department Store Copy 


The advertisements are set in de- 
partment store style, with the head- 
line, “Fares Slashed,” in a reverse 
border panel. Copy explains that 
anyone can arrange his own excur- 
sion as far as destination is con- 
cerned and that any class of accom- 
modation can be had on payment of 
the usual surcharge. It is empha- 
sized that fares quoted are samples. 

D. J. Hearne, advertising manager 
of the Illinois Central Lines, says 
the plan capitalizes the psychology 
which aids department stores in sell- 
ing blankets in August. The excur- 
sion campaigns are handicapped to 
some extent, he believes, because gen- 
eral practice has been to advertise 
excursions to one destination and to 
furnish only chair car accommoda- 
tion on reduced fares. 

Railroad executives interested from 
the co-operative viewpoint point out 
that the plan could be universally 
employed, and that other advertisers, 
such as the Pullman Company, re- 
sorts, hotels and municipalities, 
would be certain to reinforce a co- 
operative program. ; 

Three years ago, when railroads 
were nearer agreement on co-opera- 
tive advertising than at any time un- 
til now, the majority favored a con- 
test campaign. The demonstrated 
merit of the Illinois Central method 
of combining public instruction with 
profit-gathering, however, has put 
this idea in the discard. 

The Caples Company, the Illinois 
Central agency, placed considerable 
co-operative advertising based on 
holiday excursion fares last year for 
eight lines serving Chicago. 


Schoknecht Sales Head 


Fred D. Schoknecht has become 
sales manager of the W. F. William- 
son Advertising Service, Chicago, St. 
Louis and Indianapolis. 


Morrison Transfers 
Leo Morrison has joined Adver- 
tisers’ Service, Inc., Milwaukee, 
after five years with Dyer-Enzinger 


| Co. 


e SAVE THES LIST. e 


BOSTON 
The Berkeley Press 
The Wood-Clarke Press 


CHICAGO 
Bertsch & Cooper 
J. M. Bundscho, Inc. 
Ewing Press, Inc. 
Faithorn Corporation 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats Co., Inc. 


DALLAS 
Jaggers-Chiles-Stovall, Inc. 
Stellmacher & Clark, Inc. 


DENVER 
Hirschfeld Press 


DETROIT 
Fred C, Morneau 
Geo. Willens & Co. 


INDIANAPOLIS 
Typographic Service Co. 


NEW YORK CITY 
Ad Service Co. 
Advertype Co. 
Diamant Typographic Service 
Frost Bros. 
D. Gildea & Co. 
Heller-Edwards Typographic, Inc. 
Huxley House 
Independent Typesetting Co. 
Lee & Phillips, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Adv. Service 
Tri-Arts Press, Inc. 
Typographic Service Co. 

of New York 

Kurt H. Volk, Inc. 
Woodrow Press 


PHILADELPHIA 

Kurt H. Volk, Inc. 
PITTSBURGH 

Keystone Composition Co. 
TORONTO 

Swan Service 


VIINIWV JO SUYIHdVANOdAL ODNISILAIAGV 


This list is a 

ready reference 

to the recognized 
Advertising Typographers 
in your vicinity. 

Their product 

is the standard 

of typographical quality. 
Their equipment and 
type faces are the best 
for advertising usage. 
And their prices 

can be relied upon 


as fair and square. 


ADVERTISING 
TYPOGRAPHERS 
OF AMERICA 


National Headquarters 
461 Eighth Avenue 
New York 

N.Y. 
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Typography That 
Sets Up an Ideal 


PHOTOGRAPH TELLS DRAMATIC STORY 


This picture by John A. Funk, Jr., for American Brake Materials 
Corporation, attracted comment at the Underwood & Underwood 
exhibit in New York. Holden, McKinney & Clark, Inc., is the agency. 


Peters for President, 
Cry in Philadelphia 

Mrs. Pauline B. Peters, F. Wallis 
Armstrong Co., was nominated for 
a second term as president of the 
Philadelphia Club of Advertising 
Women this week. The club elects 
May 26. 

Nan M. Collins, Roland G. E. Ull- 
man Agency, was renominated for 
vice-president. Other candidates: 

Treasurer, Clare V. Fey, Stewart 
Jordan Agency; corresponding secre- 
tary, Ruth Hogeland, The Country 
Gentleman ; recording secretary, Elsie 
M. Weaver, Thomas A. Royal Co. 

Four directors will be elected 
from the following: Edith Ellsworth, 
Williams & Cunnyngham; Ethel 
Jefferson, Birnbaum-Jackson Co.; 
Margaret Lukes, Philadelphia Elec- 
tric Co.; Edith Perrong, C. P. Baker 
Co.; Mrs. Edna Hill Mason, Century 
Printing Concern; Helen Sommers, 
Sommers Agency. 


Drug Conference 


Attracts Marketers 


The National Drug Store Survey 
Conference in St. Louis April 26-27 
is attracting a large number of ad- 
vertising men. 

Among those on the program are 
John Benson, Four A’s chief; Turner 
Jones, vice-president, Coca-Cola Co.; 
T. A. Howard, Bauer & Black; Ray 
Robinson, Crowell Publishing Co.; 
W. P. Tomlinson, Norwich Pharma- 
cal Co.; J. W. Millard, Erwin, Wasey 
& Co.; L. C. Gumbinner, L. C. Gum- 
binner Advertising Agency, and C. 
L. Arnold, Kroger Grocery &. Bak- 
ing Co. 


“Record” to Publish 


Furniture Dailies 


The usual daily papers will be 
published by the Periodical Publish- 
ing Co., Grand Rapids, Mich., during 
the July furniture markets in Chi- 
cago and Grand Rapids, the com- 
pany announced. 

The Daily Furniture Record and 
Journal will be issued daily for two 
weeks. 


R. T. Olcott Dead 


Ralph T. Olcott, editor of the 
Rochester Post-Express, died Monday 
at the age of 71. He was president 
and general manager of Western New 
York Pub. Co. and American Fruits 
Pub. Co., publisher of Nursery Trade 
Journal, American Nut Journal and 
American Nurseryman. 


Bankers, Clergy Dry, 
Lawyers Only Thirsty 


Clergy are the dryest professional 
group in the country, The Literary 
Digest discovered in its current pro- 
hibition poll. Next comes bankers. 

Lawyers are the wettest class, 
though doctors also confess to ex- 
treme thirst. 


Chains Organize 
The Illinois Chain Store Associa- 
tion has been formed with offices at 
160 N. LaSalle St., Chicago. Sears 
Jayne is secretary. 


Canners Pick Chicago 

National Canners Assn., Washing- 
ton, D. C., has voted to meet in Chi- 
cago in 1933, for the fifth consecu- 


tive year. 


New Racket 
Perpetrated 
On ‘Shalimar’ 


New York, April 22.—Guerlain 
Perfumery Corporation of Delaware 
secured an injunction against a bot- 
tler of perfume in the District Court 
of the United States here in a case 
revealing a new masquerade under 
the cloak of a national brand. 

Bulk sales of Shalimar perfume 
opened the way for the new imposi- 
tion. Retailers purvey the perfume 
in small vials, which are filled from 
the original container. 

“This form of distribution,” said 
the court, “has opened a field of com- 
petition in which the defendant 
sought to establish himself by offer- 
ing an article which he described as 
‘Genuine Extracts of Shalimar’ (and 
other named) perfume.” 

The defendant urged that he is vio- 
lating no right of the plaintiff, be- 
cause his card is truthful, in that he 
uses genuine “Shalimar” with a 
“blend” of his own devising. The 
court pointed out, however, that in 
the perfumery business there is no 
such recognized practice as “blend- 
ing.” 

Upon this evidence, the court held 
that the plaintiff company was en- 
titled to an injunction forbidding the 
defendant from selling any product 
containing “Shalimar” or other of 
plaintiff’s products, combined with 
his own ingredients, unless the labels 
showed the percentages of substances 
making up the product, and that the 
product was compounded by the de- 
fendant. 


Thomas Talks on 
Radio Experiences 


Lowell Thomas, “radio voice of 
The Literary Digest,” spoke at the 
April 21 meeting of the Chicago Ad- 
vertising Council. 

He emphasized the fact that a 
radio broadcaster must understand 
all of the implications of what he 
says, or run the risk of offending a 
large portion of his audience. 


Rohrback Is Director 


H. L. Rohrback has been appointed 
national director from Wyoming of 
the Outdoor Advertising Assn. of 
America, succeeding A. W. Lona- 
baugh, resigned. Mr. Rohrback is 
president of Midwest Outdoor Adver- 
tising Co., Casper. 


Columbia Announces 


New Receiving Sets 


With appointment of H. Curtiss 
Abbott as vice-president in charge 
of sales and advertising, Columbia 
Phonograph Co., New York, has an- 
nounced a new line of receiving sets. 

H. E. Ward is the new president. 


Move Chicago Office 


The Chicago office of Case-Shep- 
perd-Mann Publishing Corp., New 
York, will move to 6 N. Michigan 
avenue May 1. 


Here’s Letter 
That Revived 
16 Dead Ones 


Newark, N. J., April 22.—A simple, 
sincere letter, without any flourishes, 
elicited 16 replies from 90 dead ac- 
counts for the Century Glove Com- 
pany. Seven of the 16 placed orders. 

The letter said: 

“For some time I wanted to sit 
down and write a personal letter to 
you to see if I could exact some 
response or committal from you. 

“I am anxious to learn not only 
why we are not doing business to- 
gether, now, but why we have not 
had an opportunity recently of send- 
ing you samples and our new low 
quotations. 

“Please do not misconstrue my 
efforts as overzealous and aggressive. 
I know we cannot sell every funeral 
supply house in the country, nor will 
we attempt it. 

“But yours is an important com- 
pany, and in view of the fact that we 
are specializing so intently on your 
type of business, I feel certain that 
there must be some reason which I 
can’t learn in my office in Newark. 

“If you have a chance to jot down 
your story, no matter how brief, you 
will find me an appreciative reader. 

“With good wishes. 

“Cordially yours, 
“Century Glove Co.” 

A. W. Lewin, counsel for the glove 
company, devised the letter, which 
was individually typed. 


“Furniture Index” 


Plans Show Daily 


Furniture Index, Jamestown, N. Y., 
will publish a daily paper during the 
Chicago Furniture Market in Chi- 
cago in July. 

The company will operate under a 
special arrangement with the Chi- 
cago Furniture Mart. 


LITHOGRAPHERS 


Specializing 
in WindOowand 


store display 
adver[ising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 


BOSTON, MASS. 


302 Park Square Bldg. 
CHICAGO, ILL. 


Wrigley Building 


uy 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
A A A 


Pabst AAR. 
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ADVERTISING AGE 


PICK WINNERS 
IN EXHIBITION 
OF FINE WORK 


Chicago, April 21.—Awards at the 
sixth annual exhibit of Chicago fine 
printing sponsored by the Society 
of Typographic Arts, April 18 to 
May 28, brought laurels to Henri, 
Hurst & McDonald; Lord & Thomas 
and Logan; Needham, Louis & 
Brorby; Batten, Barton, Durstine & 
Osborn, and many local typograph- 
ers and printers. The awards com- 
prise: 


Announcement: Removal Notice. En- 
tered by Bertsch & Cooper. Design 
and typographic layout by Oswald 
Cooper. Engraving by Times Engrav- 
ing Company. Type: Original Old 
Style italic and Garamont Monotype 
small caps. Paper: Hand and Arrows. 

Book: Code Duello. Printed for the 
Book Club of Texas. Entered by R. 
R, Donnelley & Sons Company. De- 
sign and typographic layout by W. A. 
Kittredge. Type: Monotype Centaur. 
Paper: Body, Worthy Marlowe; Cover, 
Red Kroydon. 

Booklet: A Book of Facts. Entered 
by United States Gypsum Company. 
Designed by MHarringer, Jacobson, 
Colvin. Typographic layout by Eg- 
bert Jacobson. Illustrations by Henry 
Harringer. Engravings by Premier 
Engraving Company. Composition and 
printing by the Rogerson Press. Type: 
Girder Bold and Bookman. Paper: 
Canterbury Wove. Agency: Lord & 
Thomas and Logan, 

Booklet: Three American Books. En- 
tered by R. R. Donnelley & Sons Com- 
pany. Design and typographic layout 
by W. A. Kittredge. Type: Monotype 
Centaur. Paper: Body, Ivory Linweave 
Text; Cover, Romney. 

Folder: Coe 5, Hard... Brilliant. 
Entered by Walton & Spencer Com- 
pany. Design and typographic layout 
by Paul R. Smith. Type: Franklin and 
Kabel. Paper: Beckett Hand Made. 

Greeting Card: Charles R. Prilik. 
Entered by Charles McDougall. De- 
sign, typographic layout and illustra- 
tion by Charles R. Prilik. Composition 
and printing by J. M. Bundscho, Inc. 
Type: Lutetia. Paper: Linweave, Hand 
Made. 

Magazine Advertisement: Coin of 
the Realm. Design, typographic lay- 
out and illustration by John Averill. 
Engraving by R. R. Donnelley & Sons 
Company. Composition by MHayes- 
Lochner, Ine. Type: Caslon No. 471. 

Magazine Advertisement: I Can’t 
Go! Entered by Needham, Louis, & 
Brorby, Inc. Design and typographic 
layout by E. Willis Jones. Illustra- 
tions by V. Sarra of Plumer, Inc. En- 
graving by the Athens Engraving 
Company. Composition by Bertsch & 
Cooper. Type: Kennerley and Girder 
Bold. 

Newspaper Advertisement: Central 
Republic Bank. Entered by Batten, 
Barton, Durstine & Osborn Corp. De- 
sign and typographic layout by Nor- 
man Vizents. Illustrations by Torkel 
Korling. Engravings by Athens En- 
graving Co. Composition by J. M. 
Bundscho, Inc. Type face: Rockwell 
Antique. 

Container: Play Tape: Designed by 
Paul Ressinger. 

Stationery: Advertising Typograph- 
ers. Entered by Advertising Typog- 


END OF DEBATE 


l, 


CONTRACT BRIDGE (Quickly 
ody te & tmme How to velus, bid, respond, 
play and score correctly. 


Novelty Sales Corp., Tulsa, Okla., is 
distributing "Bridge-O-Meter," which 
measures the value of any bridge hand 
exactly. Here is some of the advertising. 


raphers, Inc. Typographic layout by 
Douglas C. McMurtrie. Type: Tempo 
Bold. Paper: Linweave Japan. 

Letterhead: John Morse, Insurance. 
Design and typographic layout by 
Paul Ressinger. Composition and 
printing by Runkle, Thompson, Ko- 
vats, Ine. Type: Stymie. Paper: 
Caslon Bond. 

Stationery: E. H. Ibbotson, D. D. S. 
Entered by George C. Domke. De- 
signed by W. Rodney Chirpe. Typo- 
graphic layout and printing by George 
Domke, Type: Civilité and Futura 
Medium. Paper: Strathmore Script. 


The judges were Edwin B. Gilles- 
pie, of Bertsch & Cooper; Frank 
Young, American Academy of Art, 
and Charles McDougall, art director 
of Batten, Barton, Durstine & 
Osborn Corp. 


Duke Parry Dead 


Duke Parry, head of the publicity 
department of Batten, Barton, Dur- 
stine & Osborn, New York, died last 
week, 


Kodak Resumes 


Eastman Kodak Company has re- 
sumed broadcasting after a three 
months’ absence, J. Walter Thomp- 
son Company being in charge. 


Hallcock Promoted 


L. M. Hallcock has been appointed 
advertising manager of Siren Mills 
Corp., Chicago, cocoa manufacturers, 
succeeding I. F. Webb, resigned. 


"WALLY" MAKES 50,001ST DRAWING OF FIGHTING MEN 


98% 0 


F TRUE STORY FAMILIES 


ARE GAINFULLY EMPLOYED 


ly announcing the new 
price of 15¢ per copy, True Story is the 
first magazine in history to accompany 
such a statement with a market survey 
which proves the superiority of news- 
stand circulation. This study establishes 
the fact that newsstand sale selects interested read- 
ers and selects them only when they are employed 
and financially able to buy! 
The investigation was conducted by the William 


* * * 


Eleven -City Survey Definitely Establishes Fact 
That Only Newsstand Sale Guarantees Reaching 
Employed Readers With Buying Power 


* * * 


at any price. They are definitely out 
of the newsstand market while they re- 
main unemployed. In some instances, 
however, these families are still receiv- 
ing magazines as a result of subscrip- 


tions purchased at a previous time 
when they could afford it. ' 
Actual case studies are available of every family 
called upon—we invite your inspection of these 
studies and of the complete findings of the investi- 


C. Keenan Company in eleven cities picked to 
give an adequate cross-section of the United 
States. Personal calls were made among identified 
True Story newsstand readers who were known 
to have read the magazine in 1931. 

By this method we can give advertisers the eco- 
nomic status of families reading True Story at the 
present time as well as of those who have discon- 
tinued buying the magazine. Here are the results: 

In 98% of the families buying True Story at 
the present time, the head of the family is gain- 
fully employed; their purchasing power has not 
been affected by the depression. 

83% of the families who have quit reading True 
Story did so because they are out of work and 
have no money. With almost no exceptions these 
families are not buying any newsstand magazines 


* 


* 


gation. 

True Story families are gainfully employed; 
there is no waste circulation among depression 
families. True Story families buy the magazine- 
regularly when the pay envelope is regular—when 
the pay envelope stops, so does True Story. 

These facts are extremely logical. The public 
looks upon magazines as a luxury in which they 
can afford to indulge themselves while they are 
employed and have money. When employment 
stops and money is less plentiful the newsstand 
magazine is the first expenditure to be curtailed. 

True Story, at 15c, is row in keeping with the 
times. It will broaden our market among em- 
ployed readers with purchasing power—increase 
the frequency of reading on the part of occasional 
readers and result to the benefit ofevery advertiser. 


* 


NEWSSTAND SALE RECHECKS THE 
POCKET-BOOK EVERY MONTH 
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DAVIS TO SEEK 
REGULATION OF 
BROADCASTING 


Washington, D. C., April 19.—Gov- 
ernment regulation of radio advertis- 
ing was forecast by Representative 
Davis, of Tullahoma, Tenn., in an 
address at the final session of the 
15th annual convention of the Ameri- 
can Association of Advertising Agen- 
cies last week. 


Senator Dill, of Washington, said 
radio will reach its highest develop- 
ment under the present system. 

J. M. Dawson, of Tracy-Locke-Daw- 
son, Inc., Dallas, Texas, member of 
the Four A’s radio committee, con- 
tended that public reaction provides 
an automatic check on abuses of 
broadcasting. 

“In my opinion and in that of the 
majority of the people,” asserted 
Representative Davis, “there is en- 
tirely too much advertising over the 
radio. It was never contemplated 
that radio broadcasting should be 
used merely for commercial pur- 
poses, and such use should be regu- 
lated to protect the interests of the 
public. 

“T have become convinced that the 
industry cannot or will not regulate 
itself properly and I intend to intro- 
duce a bill dealing with this subject.” 

Questioned by members of the 
A. A. A. A. as to the kind of regula- 
tion he favored, Congressman Davis 
said this is a moot question, but that 
he feels advertising should be lim- 
ited to reference to the name of the 


TRADE PAPER PUBLISHER IS 
OPEN TO BUY ONE OR MORE 
TRADE JOURNALS. 


Address Box 134, 
Care of Advertising Age 


WOMEN'S ADVERTISING CLUB OF CHICAGO POSES FOR CAMERA 


advertiser with perhaps the addition 
of a slogan “to drive the thought 
home.” 

Asked as to the effect on radio ad- 
vertising Representative Davis re- 
plied that he was sure that advertis- 
ers would continue the use of the 
medium to the same degree as at 
present. 

At the Friday morning session, 
Raymond Rubicam, president of 
Young & Rubicam, New York, dis- 
cussed the trends in advertising 
toward the use of more entertain- 
ment. There has been a decided in- 
crease in comic advertising, he 
pointed out. Economy appeals are 
being stressed by many. 

Realistic photographic illustrations 
are more popular, while sex appeal 
is of less importance than hereto- 
fore, he said. 


Breen Has Agency 


Paul R. Breen has started the Sun 
| Advertising Company at 77 Wash- 
| ington St., Providence, R. I. 


A New Way 


to select type combinations 


Goodbye to costly revisions . . . to ten-pound type books 
«+. to guesswork in selecting modern, forcible type 
combinations ... to heartaches because that advertise- 
ment, folder, booklet didn’t turn out typographically the 


way you thought it would. 


ADVERTISING TYPE COMBINATIONS by Arthur C. 
Arnold and Robert H. Powers brings you the first reliable, 
practical and approved way of selecting type combina- 
tions. It shows and describes 57 readily available type 
faces and 285 type combinations. A die-cut card fur- 
nished with the book permits you to inspect each com- 


bination individually. 


Not just another book for the shelf, but a handbook for 
the shop, office and studio of the man whose business it 
is to create striking, readable and modern type effects. 


Send a $3.00 Check for a Copy Today! 


ADVERTISING AG 


537 S. Dearborn St., Chicago, Ill. 
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COCA-COLA IN 
SMASHING TEST 
OF NEWSPAPERS 


Starts Summer Campaign 
in Six Cities 
Atlanta, ie seals 22.—In smash- 


ing 1,500-line copy, the Coca-Cola 
Company launched a five months’ 


THE ATLANTA 


ec a 


In these 
3 newspapers in Atlanta— 
5,000,000 invitations 


to the pause that refreshes (like the big ad- 
vertisements shown inside these pages) 
will be presented by Coca-Cola during 
April, May, June, 
July, August and 
September 


WHAT WILL YOU DO TO GET 
YOUR SHARE OF THE ANSWERS? 


00N 


——~ 


Bee Next Page 


| newspaper test campaign here last 
| week. Other cities in which the pull- 


ing power of newspapers will be de- 
termined, after Coca-Cola’s eight-year 
absence from this medium, are Bos- 
ton, Columbus, Pittsburgh, Baltimore 
and Salt Lake City. 

Suburban papers are included in 
two cities. 

Copy will run about once a week, 
each paper getting 30,000 lines. The 
Atlanta Georgian, Atlanta Journal 
and Atlanta Constitution are on the 
schedule here. The D’Arcy Advertis- 
ing Company is in charge and the 
campaign carries the national rate. 

A dinner is extended to soda foun- 
tain operators the night before the 
copy breaks. Invitations are issued 
jointly by newspapers on letterheads 
bearing all of their names and 
signed by all. A newspaper repre- 
sentative welcomes the operators to 
the dinner and describes the cam- 
paign briefly before turning the 
meeting over to Coca-Cola officials. 
A talking picture, proving the foun- 
tain to be the most profitable part of 
the drug store, is displayed. : 

A broadside carries the mast- 
heads of all newspapers used. Page 
2 is devoted to a performance survey 
by the A. C. Nielsen Company, show- 
ing that 7 out of every 10 customers 
in a store go to the soda fountain; 
that fountain sales account for 29 
per cent of total drug store sales, 
with an average gross profit of 48.8 
per cent and an average net of 11 
per cent. 

Seven leading items at fountains 


Women Hear Mrs. 
Barnes; Welcome 


18 New Members 


Chicago, April 20.—The combined 
attractions of a talk by Margaret 
Ayer Barnes and the opportunity 
to meet the year’s new members 
en bloc brought a record attendance 
to last night’s dinner meeting of 
the Women’s Advertising Club of 
Chicago. 

Mrs. Barnes, who won the Pulitzer 
prize in 1931 with “Years of Grace” 
and who is the author of a current 
best seller, “Westward Passage,” re- 
counted her experiences as a novel- 
ist and autographed copies of her 
books brought by members and 
guests. 

The new members for whom the 
occasion provided a formal welcome 
are: 

Louisa C. Amundson, Holland 
America Line; Velda Brickler, An- 
gelus-Campfire Co.; Gertrude Byrne, 
George McKittrick Directory; Aubyn 
Chinn, National Dairy Council; 
Treva Blair Cooley, National Spe- 
cialty Salesman; Ethel C. Griffin, 
Lord & Thomas and Logan; 

Mary Gene Hoche, Club Aluminum 
Co.; Carol L. Hubbard, Geyer Publi- 
eations; Olga Florence Hurst, Chi- 
cago Herald & Examiner; Alma Ken- 
dall, Ettlinger Agency; Mary D. Ken- 
ney, Brinckerhoff, Inc.; Velma May, 
College Humor; Virginia Palmer, 
Allerton Hotel; Dorothy Pfiester, Ad- 
vertising Council; 

Margaret A. Schmitt, Green, Ful- 
ton, Cunningham Co.; Mildred R. 
Street, Commercial Publicity, Inc.; 
Vivian Weaver, Moose Magazine; 
Ann Weiszbrod, Advertising Record 
Co., and Alison A. Kyger, Union 
Broadcast Service. 


account for 68 per cent of the net 
profit and one out of every three cus- 
tomers asks for Coca-Cola, it is as- 
serted. 

The famous slogan, “the pause that 
refreshes,” is paraphrased in copy re- 
leased thus far to “the drink that 
makes a pause refreshing.” 

The tenor of the copy is suggested 
by the headlines: “Try one with your 
lunch,” “Thirst come—thirst served,” 
and “America’s greatest liquid asset.” 

The economy appeal is emphasized 
in every advertisement, a fountain 
check for 5 cents being illustrated. 


HALF OF DRUG 
CO-OPERATIVES 
HAVE OWN BRAND 


Washington, D. C., April 22.—Co- 
operative drug chains center their 
activities primarily in providing 
members with merchandise at low 
cost, and give little attention to 
sales assistance, the Federal Trade 
Commission told the Senate this 
week in transmitting a report on co- 
operative drug and hardware chains. 

The report covered 24 co-operative 
drug chains, with a retail member- 
ship of 6,041 independent stores at 
the close of 1929. Sales of 16 to 
members in that year were $24,- 
543,000. 

Few co-operative chains were 
found in the hardware field, six with 
a membership of 990 retail stores 
being included in the report. Sales 
of five were about $6,000,000 in 1929. 

“Unlike most co-operative grocery 
chains,” said the report, “‘co-opera- 
tive drug organizations make little 
use of leaders. Only 4 out of 22 co- 
operatives report leaders. 

“One uses 6 leaders two days each 
week. A second reports the use of 
15 or 20 leaders usually for three 
days twice a month; a third, 10 lead- 
ers for one week each month; and 
the fourth, 1 or 2 leaders for 10 days 
four to six times a year. 


Group Advertising 


“Group advertising, which is a gen- 
eral practice among co-operative 
grocery chains, is used very little by 
co-operative drug chains. Seven out 
of 23 co-operatives report that they 
advertise regularly in newspapers. 
Of this number three advertise week- 
ly and four twice monthly. The use 
of handbills or circulars is reported 
by only one company. 

“The total expenditures for adver- 
tising in 1929 reported by nine co- 
operatives ranged from $25 to over 
$11,000 and averaged $3,686. Three 
of the co-operatives report that they 
had manufacturers’ contributions 
for advertising in 1929 at $500, $1,800, 
and $3,000, respectively. 

“According to financial reports of 
the companies advertising expendi- 
tures appear to be on the decline, a 
condition which is in considerable 
contrast to that of the grocery co- 
operatives where these expenses are 
on the increase. 

“Co-operative drug chains’ private 
brands usually consist of standard 
articles of merchandise, such as 
epsom salts, soda bicarbonate, etc., 
put up in package form. Eleven of 
the co-operatives report that they 
have private brands while 12 report 
that they de not. . The average num- 
ber of private brand items carried 
by eight drug co-operatives is 55. 

“Five companies report a higher 
mark-up on private brand goods than 
on nationally advertised goods, while 
one company states that the mark-up 
is the same for both. Three com- 
panies report that their selling prices 
on their own private brand items are 
lower than on nationally advertised 
merchandise and one reports that 
they are higher. 

“Of the co-operative drug chains 
that indicated their future policy re- 
garding the number of private brand 
items carried, five report that it is 
their policy to increase the number; 
one proposes a decrease; and three 
do not contemplate any change.” 


“Shield” Editor Dead 


Harry C. Evans, editor of Yeoman 
Shield, Des Moines, Ia., died April 13. 


LOW PRICES. 


300 N. 8th St. 


Agencies and Advertisers! 


The Outdoor Poster Advertising medium is now open to you 
for special —sectional—and test campaigns, through the use 
of our new MULTI-COLOR PROCESS POSTERS. 


| 

| 

THESE POSTERS ARE AVAILABLE IN QUANTITIES FROM TEN | 
UP, IN ALL SIZES UP TO 24-SHEETS, AT PHENOMENALLY | 
| 


Write today for full particulars 


MULTI-COLOR PROCESS POSTER CO. 
— Milwaukee, Wis. 
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se this True 
Yardstick of Consumer 


Buying Habits ....and 


you banish the specter 
of “below-cost selling” 


Se 


EASURE your office with a “‘yard- 
stick”’ which is actually a foot 
short and you get a wild over- 
estimate of space. 


An error, just as gross—colossal in its scale— 
has unknowingly been made for years by big 


business: This error, so simple yet so world- 


shaking, was the measurement of consumer 
buying power by the inadequate ‘“‘yardstick”’ 
of retail sales. And this error was unavoidable. 


For, amazingly enough, never until now has an 
over-all study been made of complete con- 
sumer buying and buying habits. 


Just look at the chart. The black line shows 
the complete consumer buying for the last 50 
years. The colored line shows total retail sales 
throughout the same period. 


How can these two be so different? The answer 
is simple—yet alarming! 


Fumbling in the dark, business has falsely 
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assumed that retail sales were an accurate 
yardstick to measure complete consumer buy- 
ing habits. It has quite overlooked the vast 
volume of sales made through other than rec- 
ognized retail outlets. 


Furthermore, business has hitherto been fum- 
bling on another vitally important point. For 
it has never been able to discover how much 
of the consumer’s dollar has been diverted 
away from the purchase of physical products 
—has been spent increasingly for “‘services’’. 


For example, a dollar spent on food to be used 
in the home means an actual dollar spent in 
retail purchase of food products. But...a 
dollar for a meal in a restaurant means about 


THE BUSINESS WEEK 


sixty cents for “‘services’’ and only about 
forty cents for actual food products. And the 
consumer of today eats twice as many of his 
meals away from home as he did ten years ago. 


There are, of course, countless other ways, too, 
in which the consumer has come to use a larger 
proportion of his dollar for ‘‘services’”’ and a 
smaller share for physical products. Such “‘ser- 
vices” range widely, from the nail-filing of 
the manicurist, to the cocktail-shaking of the 
bartender in the speakeasy. They include 
Transportation, Personal Services, Recreation, 
Health, Education, Social Activities, Direct 
Taxes, Civil Services. 


Thus, the consumer has never bought as large 
a quantity of physical goods as his total pur- 
chases would seem to indicate. 


Manufacturers, in ignorance of these facts, 
have manufactured more physical goods than 
consumer markets would absorb. Result: Over- 
production . 


buying ...and the end was not yet. For manu- 


. . the inception of installment 


facturing, still outrunning consumption, reach- 
ed and passed inevitable saturation points. 


Crash! ... ton upon ton of once valuable prod- 
ucts, now almost valueless, virtually given 
away! Other millions of dollars’ worth sold 
below cost, as distress merchandise. . . Capital 
dissipated on a gigantic scale. 


In the darkness of the depression thus created 
comes this survey of consumer buying, like a 
brilliant flare-light which reveals the exact 
dangers and nature of a shell-pitted No-Man’s 
Land. For it gives the first complete picture 
of America’s consumer buying. 


This series in The Business Week is there- 
fore the most vital that has ever been placed 
before American manufacturers. These studies 
show in effect that unless the individual manu- 
facturer adopts the true yardstick of complete 
consumer buying habits—and re-shapes his 
activities accordingly—his capital will ulti- 
mately be dissipated through the production 
of unwanted goods and consequent cut-throat, 
selling-below-cost competition. The first of 
this series of twenty articles will appear in this 
week’s issue of THE BUSINESS WEEK. 
Subscription rate: $7.50 per year. In Canada: 
$10.00 per year. 
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Mathews Moves 


The New York office of the Julius 
Mathews Special Agency has moved 
to 400 Madison avenue, the telephone 
number being Wick. 2-1570. 


Forbrich in Insurance 

C. W. Forbrich, for many years 
with the Electrical Trade Publishing 
Co., Chicago, has joined the Chicago 
office of Travelers Insurance Co. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
end block tnt mA, A ‘cows guetltes 
. +. four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


Hs Sincere... 


is our welcome to men and 
women in the advertising 
and publishing business 
that we believe you'll like 
us. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

@ 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. WIckersham 2-1400 


Coming 
Conventions 


April 27-29. Annual meeting Amer- 
ican Newspaper Publishers’ Associa- 
tion in New York. 


May 4-6. Annual convention Na- 
tional Foreign Trade Association in 
Hawaii. 


May 4-9. Advertising Achievement 
Week on Pacific Coast. 


May 13-14. Annual meeting of Ad- 
vertising Affiliation in Cleveland. 


May 16-18. Annual meeting Na- 
tional Industrial Advertisers’ Associa- 
tion in Cleveland. 


May 19-21. Semi-annual meeting 
of Association of National Advertis. 
ers at Cincinnati, O. 


June 6-9. International Associa- 
tion of Display Men in Chicago. 


June 19-23. Annual convention Ad- 


WELL-KNOWN PUBLISHER 
OF TRADE JOURNALS 
will entertain the idea of taking over into 


his organization trade journal that would 
find such an arrangement advantageous. 


Box 133, Advertising Age, 


537 S. Dearborn St. Chicago 


BEST BY COMPARISON 


“AJA X= 


\ 
PHOTOSTAT 
COPIES 


ae LET US SERVE YOU om 


33 W.ADAMS ST. CHICAGO ] 


IT'S AGIFT/ 


NOT ONLY TO DRAW 
GOOD ADVERTISING 
CARTOONS, BUT TO 
DO THEM INEXPEN- 
SIVELY AND DELIVER 
THEM PROMPTLY 


sip 
\ 


29 QUINCY ST. CHICAGO 


it’s news 


od 


$1 a Year. 


USE THE COUPON 


Advertising Age 
publishes the 
news while 


.92 Issues 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 


ee ke ees 


 ¢ \ Apr aee 


I enclose 


FREE WINDOW SPACE FOR AGENCY 


Cramer-Krasselt Co., 
in Gimbel Bros. annual "Made in Milwaukee" exhibition. 


Milwaukee agency, pictured agency routine 


vertising Federation of America at 
the Waldorf-Astoria, New York. 

July 5-9. Annual meeting Pacific 
Advertising Clubs Association at Van- 
couver, B. C. 

July 7-9. Second annual conven- 
tion Advertising Distributors of 
America at Hotel Stevens, Chicago. 

July 18-20. Annual convention 
Southern Newspaper Publishers As- 
sociation at Asheville, NC. 

July 19-21. Annual meeting Na- 
tional Editorial Assn. starts at San 
Francisco, then moving to Los An- 
geles. 

Sept. 12-15. Annual meeting Fi- 
nancial Advertisers Association in 
Chicago. 


Ideal Layout 
Demonstrated 


By N. Y. Agency 


New York, April 22.—While the 
new quarters of Ruthrauff & Ryan 
on the 53rd and 54th floors of the 
Chrysler Building represent an ex- 
pansion of only 10 per cent, it is 
asserted production space has been 
increased 25 per cent by scientific 
planning. 

With about 16,000 square feet of 
floor space available, H. A. Hopf & 
Co., the designers, placed the waiting 
room, executive offices, copy and re- 
search departments on one floor. 
Art, production, and accounting de- 
partments and radio room are on the 
floor above. Two stairways provide 
communication. 

Art and production departments 
are next to each other, being sepa- 
rated from copy and research depart- 
ments only by a short flight of stairs. 
Close by the production, proof and 
space departments are the reference 
files, readily accessible yet compactly 
placed. 

The auditor’s office is half way be- 
tweeen the accounting department 
and the space-buyers, and with the 
secretary’s office directly beneath, is 
centrally located with respect to 
both layout quarters and executive 
offices. 

Shoulder-high partitions give each 
copy man space and light without 
destroying the unity of the depart- 
ment. The visualizers have a well- 
lighted enclosure to themselves. 

A kitchen, modeled after that used 
by most women, is another feature. 
Its users will test cooking materials 
under average conditions. 

A radio audition room on the 54th 
floor is sound-proofed by MacMarr 
stagger-studded steel walls with 
rock-wall infill for further sound in- 
sulation. 


Hapgood on Air 


Norman Hapgood, former maga- 
zine editor and United States ambas- 
sador to Denmark, took the air April 
20 in a broadcast for the Columbia 
Conserve Co., New York, of which he 
is publicity director. The company 
is marketing its own brand for the 
first time. 


Bureau for Waterbury 

A Better Business Bureau has been 
opened at 36 N. Main St., Waterbury, 
Conn., with Louis S. Fitch in charge. 


ADVERTISER OF 
TODAY GETS BIG 


BONUS, SAYS NIX 


St. Louis, Mo., April 22.—Advertis- 
ing space is a bigger bargain today 
than for many years, Edward D. Nix, 
account executive of the Gardner Ad- 
vertising Company, told the Adver- 
tising Club of St. Louis last week. 
The reason is greater attention 
value. 


Analyzing advertising volume in a 
January issue of one big magazine 
for the last five years, Mr. Nix found 
this situation: 


A color page in this magazine in 
January, 1932, had to compete for 
attention with 8 other color pages. 
In 1928, this competition was _ be- 
tween 38 such pages. 

This year there were three color 


spreads in this issue. In 1928, there 
were 11. 


His Only Product 


“The only thing the publisher has 
to sell,” said Mr. Nix, “is a chance 
for the advertiser to capture the at- 
tention of a portion of the audience 
reached by the publication. What is 
good advertising, if it can’t be de- 
fined as favorable attention? 


“While some newspapers and mag- 
azines may have to revise their rates, 
the fact remains that the chance of 
advertising to command attention is 
greater than ever before. Hence, 
there is less logic in asking for rate 
changes now than there was two 
years ago.” 

Mr. Nix believes advertising has 
been blamed for mistakes made by 
other branches of marketing. 


“There are many big companies 
whose business is not being solicited 
by the larger agencies, because of 
their reputation on product, price, 
merchandising policy and other man- 
agement weaknesses,” he said signifi- 
cantly. 

“These businesses may become a 
battle ground between the strongest 
of the agencies when competent men 
have been placed in charge of other 
factors which must be regulated be- 
fore the advertising has a chance to 
succeed.” 


Pick Lake-Spiro-Cohn 


The Scates Co., Union City, Tenn., 
has appointed Lake-Spiro-Cohn, Inc., 
Memphis. Newspapers and radio 
will be used for Mrs. Scates dressing. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


Young woman, 23, college graduate, 
seeks opening in advertising or pub- 
lishing. Knows’ shorthand and 
stenography. Majored in English 
and psychology. Remuneration un- 
important. Box 131, ADVERTISING 
AGE, Chicago. 


Publisher 
My confidence in my ability makes 
me willing to represent a _ class, 
trade, or general magazine in the 


Chicago and central western terri- . 


tory on commission. I do demand 
A.B.C., C.C.A., or sworn circulation. 
My references include some of the 
hardest-boiled advertising agencies. 
Box 135, ApvERTISING AGE, Chicago. 


ART 
DIRECTOR 
AND 
CREATIVE LAYOUT MAN 


Available on full or part time 
basis. Over ten years’ art studid 
and 4A agency experience in letter- 
ing, design, typography, and layout. 
Past connections have been only 
with firms of high standing. Willing 
to demonstrate without obligation. 
Age, 30 
Box 136, ADVERTISING AGE, Chicago. 


Young advertising research man 
wants position with opportunity of 
becoming copywriter. College man. 
Four years’ advertising experience. 
Box 132, ADVERTISING AGE, Chicago. 


Trade Commission 


Files Cremo Complaint — 


Federal Trade Commission has 
filed a complaint reviewing the spit- 
tipping advertising for the Cremo 
cigar and ordering American To- 
bacco Company to appear May 6. 

In lieu thereof the company may 
file an answer before that date. 


Campbell Is Advanced 
by “Chicago Tribune” 


C. M. Campbell, who has been man- 
ager of classified advertising for the 
Chicago Tribune, has been promoted 
to assistant advertising manager. 

W. R. Blend has been appointed 
classified manager. 


Mills With Dorland 


The Millsco Agency, Inc., New 
York export agency, has made an 
assignment for the benefit of cred- 
itors. George H. Mills, formerly 
president and treasurer of Millsco, 
has joined Dorland International, 
Inc., New York. 


Miss C salle Editor 


Dorothy Cocks, known as a copy 
writer for toilet goods advertis- 
ing and author of books and articles 
on beauty culture, has been made 
editor of the beauty department of 
Ladies’ Home Journal, Philadel- 
phia. 


Start Bridge Paper 


Bridge Magazine has been estab- 
lished at 540 N. Michigan avenue, 
Chicago, as a monthly. Milton C. 
Work and Charles True Adams are 
editors-in-chief. 


300 N. Eighth St. 


Outdoor Poster 
Advertising in Milwaukee 


One medium at lowest cost 
reaches all Milwaukee every day 


CREATORS OF MULTI-COLOR PROCESS POSTERS 


Milwaukee, Wis. 
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ADCRAFT CHIEF 


John B. Gaughen 


John Gaughen 
Is Re- Elected 
By Adcrafters 


Detroit, Mich., April 22.—John B. 
Gaughen, Detroit manager for the 
Capper Publications, was re-elected 
president of the Adcraft Club of De- 
troit this week for two years. Other 
officers: 

First vice-president, Austin F. Be- 
ment, president, Austin F. Bement, 
Inc.; second vice-president, William 
M. Brown, head of his own agency; 
secretary, Morris Caplan, president, 
Metropolitan Motion Picture Co. 

Herbert Ponting, general manager 
of the Detroit News, was re-elected 
treasurer. Harold M. Hastings con- 
tinues as secretary-manager. 

Directors, other than those named, 
are Leo Fitzpatrick, general manager 
Station WJR; Charles H. McMahon, 
First Wayne National Bank and 
president of the Financial Adver- 
tisers Assn.; Walter Boynton, vice- 
president of Unwin-Boynton-Stocker, 
Inc.; Howard J. Harvey, vice-presi- 
dent of A. Harvey’s Sons Mfg. Co.; 

Harry C. Macdonald, president of 
Walker & Co.; C. E. Rickerd, adver- 
tising manager of Standard Accident 
Insurance Co.; George M. Slocum, 
vice-president of Capper-Harman-Slo- 
cum, Inc., and Verne W. Tucker, 
head of the direct mail and sales pro- 
motion division of Campbell-Ewald 
Co. 

The club has announced a member- 
ship campaign, with Mr. McMahon 
and Ward H. Marsh, a former presi- 
dent of the organization, heading the 
committee of 40 members. 


Fanny Brice Wins 
Suit After Appeal 


A lower court decision favoring 
Erwin, Wasey & Co., New York, was 
reversed on appeal and Fanny Brice 
was awarded $1,000 for cancellation 
of a radio contract. 

She appeared twice on Philco 
broadcasts, her third performance 
being cancelled when the sponsor 
changed the programs. 


West Virginia Paper 
to Pittsburgh Agency 


West Virginia Pulp & Paper Co., 
New York, has placed its advertising 
with Ketchum, MacLeod & Grove, 
Pittsburgh. 

One of the largest manufacturers 
of book, printing and kraft paper, 
the company operates plants at Me- 
chanicville, N. Y.; Luke, Md.; Cov- 
ington, Va., and four other points. 


Mailers Take Cut 


Mailers’ Union No. 6, New York, 
has accepted a 7 per cent reduction 
in pay, though its contract with the 
New York Employing Printers Asso- 
ciation does not expire until Sept. 30, 
1932. 


Cook Estate $750,000 


David C. Cook, publisher of Cook’s 
Weekly Trio, Elgin, Ill, who died 
March 16, left an estate of $750,000, 
his will revealed. 


Graham-Paige Is Plus 


Graham-Paige Motors Corp., De- 
troit, earned $166,589 on the sale of 
6,124 cars during the first quarter, 
compared with a loss of $178,523 on 
6,114 in 1931. 


Western Outdoor Expands 

Western Outdoor Advertising Co., 
Clinton, Okla., has taken over 24 
Oklahoma towns formerly served by 
the Perry Poster Advertising Co., 
Stillwater, Okla. 


Collins Is Author 


Kenneth Collins, vice-president of 
R. H. Macy & Co., New York, has 
turned author with “The Road to 
Good Advertising,” published by 
Greenberg. 


Lineage in 
Newspapers Is 
Making Gains 


New York, April 22.—Though na- 
tional lineage in newspapers does not 
compare favorably with that of a 
year ago, a gradual gain is in evi- 
dence. Lineage in 115 newspapers in 
30 cities for March, 1932, amounted 
to 18,519,455, the New York Evening 
Post reports. This compares with 
17,391,962 in February, and 16,568,118 
in January. The figure for March, 
1931, was 24,345,573. 


Though no city was able to show a 


larger national lineage in March, 
1932, than a year ago, a number of 
individual papers made gains in this 
classification. 

Detroit Mirror increased national 
lineage from 32,998 to 53,088; Cleve- 
land News-Leader from 198,224 to 
216,845; Boston Record from 47,251 
to 51,926; Louisville Times from 205,- 
058 to 207,188; Washington Evening 
Times from 151,858 to 157,833; Wash- 
ington Evening News from 54,630 to 
60,323; Columbus Citizen from 151,- 
662 to 177,215; New Orleans Tribune 
from 80,802 to 84,259. 


Ross Starts Agency 


Samuel Ross, formerly with Albert 
Frank & Co., has opened an agency 
at 11 Avery St., Boston. 


Huguenin Winner 
of Coast Tourney 


Dan Huguenin won the low net 
trophy in the second monthly tourna- 
ment of the Advertising Golf Asso- 
ciation, San Francisco. 

Lew Clark, august president of the 
association, won low net for the nine 
hole qualifying round. 


Chrysler Shipments Up 


Chrysler Corp., Detroit, shipped 
more cars during the first quarter 
of 1932 than a year ago, it was dis- 
closed at the annual meeting. 


Two for Ayer 


American Airways, Inc., and W. J. 
McCahan Sugar Refining Company 
have placed their advertising with 
N. W. Ayer & Son. 


Last Month 


We Gave Our Adwertisers-- 


e e ee Advance information on 60 new hospital 
construction projects, not including Fed- 
eral hospital construction. Thirty-seven of 
these projects (all for which definite values 


were given) totaled $7,455,000 in cost. 


e e © e Advance information of bequests to hospi- | 
tals totaling $1,459,900 during the month. | 


e e ee Advance information of 26 important 


changes in hospital executive personnel. 


WwW 


vW 


vW 


This information came in the Daily Bulletin of Ad- 
vance Information, published and mailed every 
business day except Saturday for the exclusive ben- 
efit of “Hospital Management” advertisers. 


The continued activity of the hospital field, and the 
extraordinary value of the Daily Bulletin service 
are both apparent from these figures. 


HOSPITAL MANAGEMENT 


The practical journal of administration 


537 So. Dearborn St., Chicago 
The only hospital journal member both A. B. C. and A. B. P. 


Graybar Bldg.,.New, York 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


PHOTOGRAPHER OVERCOMES DIFFICULT TECHNICAL PROBLEM PHOTOGRAPHER SNAPS FOUR A'S OFFICERS 


This picture was made at the A. A. A. A. annual meeting in Wash- 
ington last week. Left to right, E. DeWitt Hill, McCann-Erickson, 
Inc., treasurer; Frederic R. Gamble, executive secretary; John Benson, 
president; H. T. Ewald, Campbell-Ewald Co., chairman of the board. 


DESIGN UNIQUE BOTTLE FOR REUSE 


The synthetic shower bath pictured here is the secret of Betram Dorien Basabe, Chi- 
cago artist-photographer. The photograph will be used by the Paris Regulator Co., 
Chicago, in a campaign in architectural magazines. 


Owens-Illinois Glass Company has recognized the demand for con- 
tainers for reuse with this ''Tip-Top" refrigerator bottle. It has seven 


; BOWLING KEEPS SALESMEN FIT flat surfaces, making for easy-pouring and shelf economy. 


"“ZEPPELIN'' ANNOUNCES NEW ISSUE OF "BALLYHOO" 


NORGE 
CORPORATION 
CHAMPS 
1828-29 
1929-39 

1830-31 


Cc tion k | "s minds off their troubles with . re" . 
a a Sica talins-taniind- ter edt pine te the letest This monarch of the air doesn't go up, but it succeeded in giving altitude to Ballyhoo 


competition. sales in New York. 
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